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0% SUNDAY, June 15, the majority of delegates to 
the 29th Annual Conference and Credit Sales Forum 
of the National Retail Credit Association, Bureau 
Managers and Collection Service Divisions of the Associated 
Credit Bureaus of America, and the Credit Women’s Break- 
fast Clubs of North America will arrive in New York City. 
Many will come before that day to spend their vacations 
in the metropolis along with attending the conference. 
Some will stay after the sessions are over for the same 
purpose. 

On Monday, June 16, the conference will come to order. 
For four days, the retail credit executives of the United 
States and Canada will listen to and participate in discussions 
on credit and collection trends and policies of the day, to 
enhance their knowledge and guide their firms through 
this troublesome period of American democracy. 

The Associated Retail Credit Men of New York City 
are proud of this opportunity of being hosts to the retail 
credit profession. Our committees have worked hard to 
make this conference successful from every viewpoint. We 
are looking forward to the sessions in the hope that we 
will contribute valuable ideas to the delegates. 

We have arranged a program of speakers whose subjects 
are geared to the problems of the day. The group sessions 
have an agenda that present topics which are paramount to 
their type of business. We believe the entertainment will 
be long remembered. 

New York City is fortunate in having, as attractions, 
almost every variety of scenery, entertainment and places 
to visit that one could possibly imagine. The list of 
“What to See in New York” on page 10 of this issue of 
The Crepir Wor tp gives but a few of the many points of 
interest awaiting your inspection. 


Resolve now to attend the 29th Annual Conference and Credit Sales 
It will be well worth while and we will be glad to see you and 
show you that New York hospitality is cordial and sincere. 


B. A. Jarrell, 


President 


Associated Retail Credit Men of New York City 
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This publication carries authoritative notices and articles in regard to the activities of the National Retail Credit Association. 
Authors have been invited to submit articles for publication and their personal opinions or views expressed in these articles are to 
be attributed to them and not to The Crepir WorLD, its editors, or the National Retail Credit Association. 
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). T. MACHAT, Director : 


Credit Promotion Division 
Ross Federal Service, Inc. 


New York City 


Well versed on the subject which he here 
presents, Mr. Machat was graduated from 
Cornell University, and was. Instructor at 
the University of Pennsylvania. He was Pres- 
ident, Philadelphia Real Estate Directory; 
Vice-President of the American Reporting 
Bureau, Philadelphia; and is Director, Credit 
Promotion Division, Ross Federal Research 
Corporation. Additional interesting articles 
by Mr. Machat on the credit manager’s 


problems of today will follow in future issues. 


Where Do We Go trom Here, 
n. Credit Executive? 


S BUSINESS ORGANIZATIONS are set up 
generally, the personnel are classified as producers 
and nonproducers. It is bad terminology, since 

some of the most vital jobs are held by so-called non- 
producers. Where the loose terminology pinches is that 
business provides generously for the producers and hates 
to sweeten up the nonproducers’ lot. The “nons,” you 
see, are overhead. 


Well, we can’t solve the riddle of the universe, so let’s 
see where the credit manager stands. Examine the situa- 
tion closely. The credit manager is classified as a non- 
producer and yet the functions of a producer are charged 
to him. Hence, why the less desirable classification ? 
Doesn’t the credit man do a sales promotion job? Isn’t 
he the credit promotion manager? Or is he? 

Time was when the profession of credit management 
Was one consisting only of credit granting and collecting 
of outstanding accounts. A credit man sat on a high 
stool, just graduated from the ranks of bookkeeper. He 
penciled his initials on a sales slip and went on with his 
entries in a fat, bound, ledger. In those days credit was 
either strictly an accommodation to the carriage trade or 
an installment account. Those were the days when the 
extension of credit was quite simple and devoid of present- 
day embellishments. There were no coupon books, no 
letters-of-credit, no thirty-, sixty-, ninety-day accounts, 
and no revolving credit. Open accounts were a neces- 
sary evil while the installment account—well, that was 
not a polite subject of conversation. A chromo, still 
extant, shows the shrewd merchant with safe bulging, 
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bearing the caption, “He sold for cash,”’ while the im- 
provident merchant down at the heels and out at the 
elbows with safe open and empty bears the caption, “He 
sold for credit.” 


Credit Now a Respectable 
Method of Business 

Credit has now become a respectable woman and we 
are all courting her by dint of competitive necessity and 
an enlightened viewpoint. The watchwords for the past 
two decades have been, “‘get more charge business,” “wake 
up the inactives,” “promote,” etc. 

So, the credit man is now the credit sales manager, and 
the credit promotion manager, he is Mr. Smith, sales 
director in charge of accounts, or what have you. It 
Was an easy out for management. ‘Toss it to the credit 
man. 

Looking back over those years, I really wonder if 
management recognized the opportunity they placed in 
the credit man’s hands. Had they thought and envisioned 
a 50 per cent credit sales volume, a 60 per cent credit 
sales volume and as high as an 80 per cent, they might 
have placed this bonanza in the hands of the advertising 
man or the promotion manager or even created a new 
department. But no, it fell right into the credit man- 
ager’s lap. Thus it came to pass that opportunity existed 
for the credit executive to shift from the status of non- 
producer to the status of producer. Since great latitude 
in appropriations is allowed for the “pros,” and manage- 
ment develops writer’s cramp when it comes to signing 
checks for the “nons,’’ emancipation seemed to be at hand. 
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Two things have occurred, however, to offset the 
strategic advantage that came to the credit office as a 
result of the greatly improved volume of credit business. 
One, is the insistence of management, and rightly so, that 
the primary function of the credit manager be that of 
proper credit granting and an intelligent collection policy. 
Fortunately, this subject may be dismissed with honor, 
since the job is being handled with great satisfaction to 
management. 

According to A. B. Buckeridge, probably the best 
known credit bureau executive, credit managers, virtually 
in toto, “are meeting the most rigid requirements of low 
net loss, good collection percentage, required credit de- 
partment expense, etc.” As technicians, we may all take 
a bow. Remember, however, that success is being met 
in that phase of the credit job that is nonproductive. This, 
of course, is a necessity. It is our job. Before we cheer 
too loud and too long, what about the credit sales func- 
tion? Gaze into the mirror! How do you wear the 
purple mantle of “credit promotion manager’’? 


Lack of Enthusiasm 
By Some Credit Executives 


This brings me to the other offset of which I spoke. 
It is the shortsighted regard some credit managers have 
for their role as the credit promotion executive. Let us 
forget the lip service that is offered to the management. 
Certainly a standard routine is maintained. Letters are 
sent to inactives periodically and with a zealous per- 
sistence. Letters are sent, based on a direct mail formula, 
to prospective new accounts. Sometimes even a store- 
wide employee contest is held. Lines of least resistance, 
I call it, and if this be treason, let us all make the most 
of it. 

What the situation calls for is a dynamic spirit of pro- 
gressiveness, a spirit unafraid. The situation invites en- 
thusiasm in the active promotion of credit sales. To be 
progressive, of course, means to shear the bonds of a 
traditional attitude. We are off the stools of a genera- 
tion ago. We acquired small desks in tiny offices and 
now we have glass-encased offices looking out into a 
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myriad of smaller offices peopled by our assistants. “Thus, 
physical progress has been made. Whether progress stops 
there with the top clerical job in the store or whether 
we get out of that swivel chair, is now the problem. In 
the experience of the writer, who has a unique opportu- 
nity to judge the national picture, many credit managers 
have sensed the opportunity to become a “pro” rather 
than habitual “non.” 
their opportunity. 


Many have made the most of 
They have built up credit sales with 
due regard to the technical requirements of their job. 
They seem to have had plenty of time for both functions, 


Old-Fashioned Credit 
Managers Fall by the Wayside 


Other credit men there are who have either been lost 
in an outmoded tradition or have “let George do it,” 
sensing that, management has gone out of the credit de- 
partment and has found progressive lads or lassies to pinch 
hit. They have been given the title of “new account 
executive’ or “new business department head,” or the 
like. They have taken the play right out of the hand of 
some credit men. ‘Their numbers are growing. More 
power to them, since they deserve and earn their place 
in the sun. 

Yet this development must direct our eyes to the hand- 
writing on the wall. It is a warning and a challenge. | 
have seen the positions of a half a dozen of the best known 
credit managers in the country, relegated to an old-fash- 
ioned, circumscribed role. I have seen the promotional 
arm awarded to sales-minded persons, either brought in 
from the outside or transferred from another department. 
Let us chew on that thought, and hope, in the knowledge 
of our own aggressive attitude toward our credit pro- 
motion activities, that it is thoroughly digestible. 


Thus we come back to the original question, “Where 
do we go from here, Mr. Credit Executive?” 





Attention 
Public Utility Credit Men 


Every man in this field is urged to attend the 29th 
Annual Conference and Credit Sales Forum to be held in 
New York City, June 16-19. Your committee would 
appreciate receiving any questions you are particularly 
interested in having discussed. Please send them to one 
of the following at once: 


Chairman: J. A. H. Dodd 
Portland Gas & Coke Company 
Public Service Building 
Portland, Oregon 


Co-Chairman: Jay C. Finley 
New York Telephone Co. 
140 West Street 
New York City 


Co-Chairman: M. O. Davis 
Brooklyn Union Gas Co. 
176 Remsen Street 
Brooklyn, New York 





The CREDIT WORLD 





MA 

















Thus, 
> STOPs 
hether 
» In 
portu- 
nagers 
rather 
ost of 
s with 4 
r job. 
ctions. 
*n_ lost 
lo it,” 
dit de- 
) pinch 
ccount 
or the 
and of 
More p 
r place 164 ; ' 
it 
a enes f, i Prove uniformily sue. 
! at - Gch day gp Ww Yorker, New York City, Its 29+, Annual ¢ al : 
. ° e 
_ : relation *t 10 ever yone ngage in bout wi the g : 
re member, a Presenteg Every - build "9 Credit 5 Ses On. ich lass Until n 
sina Qpacity cre Principa| grou ¥ a ammed fy » pn — “gemen 0 
ight in Y attend nce marks each te Secs g Swappe sho io SCUsSions of ; t i 
S , r u 
mt ae S1On . . >. al day lon Cuts and New Metho ™ Crest to 
wledge NUsuql? : g 'SCUssed 
, , * ‘ 
it pro credit @ Utives gn €cay ‘play oys” 
"Stitution they r Ness nd tay y 
Where pr ©" annual] Y ore no attra But 
50. Once yo % If yoy harvest f the firms = 
U attend Ou wi era 
a. [vantages ow i: will 7a CA. nfer 
Ationg| nary ging. You 'e Cordial} U'ged to d 
°o 
* Attend # imited thus to ‘ 
eN ple 
Men A Annual Conference in New York ; | 
| TK in J 
i MAIL COUPON W FOR ¢ ' un | | 
pent Address Arthur H t, Se ETE PROGRAW DETAILS 2 
i ’ Cret 
uladll Nationg| 
- “ oe Sail Cregiz Associatio 
8 Olive Street, Gint Louj 
Se 
y 
't 
5 
ORLDIMay, 1941 








The Credit Bureau's Contribution 


Toward Credit Control 


J. E. R. CHILTON, Jr. 


N RECENT YEARS those of us associated with the 
credit fraternity have been required to study carefully 
the problem of credit control. Today, by relating 

these studies to our present economic position, one judges 
that this problem will continue to be a major concern of 
the credit granters of America for several years to come. 
Practically all credit bureau managers will agree that 
the credit bureau can be the most important single factor 
employed to cope effectively with this situation. Then 
surely all those charged with bureau man- 


turn, it were possible for the bureau to record this infor- 
mation promptly. But obviously the expense of this pro- 
cedure to both the stores and the bureau makes it imprac- 
tical. Despite this fact, credit control may be attained 
if every application for credit is cleared through local 
credit bureaus, and if the accounts accepted are then re- 
ported upon at regular intervals by the creditors. By 
using this method the total outstandings of the credit 
applicant can be determined in a relatively short time. 

It is fallacious reasoning to assume that 





agement will accept this responsibility and 
set about improving the facilities they con- 
trol that will aid in the sound extension of 
The Panic of 1929 which ended an 


credit. 
era of American prosperity taught 
credit management of the twentieth 
century that consumer credit will de- 
preciate less than any other phase of 
retail business in a depression period, 
provided that basic principles of credit 
granting have been followed. 

It is true that we have progressed 
far since the days in which competi- 
tors in business looked upon each 
other as enemies to be avoided when- 
ever possible, when no one wanted 
to give credit information and not 
infrequently incorrect information 
We have learned that 
the solution to our credit problems 
lies in mutual help and protection 
which can be gained only through or- 
ganization. We have come to realize 
fully the truth of the statement made 
by the great Steinmetz who said: 
“Cooperation is not a sentiment—it 
is an economic necessity.” 


was given. 


Generally speaking, the credit bu- 
reau should house every transaction 
that pertains to the credit of the per- 
sons in its community. This could 
be accomplished if it were possible 
for every firm selling on credit to 
send the credit bureau in its commu- 


nity duplicate copies of the monthly 


statements to its customers and if, in 
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J. E. R. Chilton, Jr., is Pres- 
ident of the Associated Credit 
Bureaus of America and Direc- 
tor of the Third District (Texas) 
of that Organization. HeisVice- 
President and General Mana- 
ger of the Merchants Retail 
Credit Association of Dallas, 
Texas, established in 1897 by 
his father, J. E.R. Chilton. He 
is Secretary of the Dallas Retail 
Credit Men’s Association, and 
Secretary-Treasurer of the Asso- 
ciated Retail Credit Men of 
Texas which comprises the 
Eighth District of the National 
Retail Credit Association. He is 
past President of the Retail 
Merchants Association of 
Texas. 








the credit bureau should be used only as a 
depository for recording past due accounts. 
Such a plan would be deficient even if the 
bureau manager could prohibit members who 


had failed to furnish the bureau with 
the derogatory items on their books 
from obtaining information. All 
trained credit men know the elements 
that contribute to a complete credit 
report—a report which makes the 
control of the account possible. Cer- 
tainly the depression period through 
which we have just passed has shown 
us the necessity of learning the extent 
to which the applicant is obligated 
for real estate, and whether his in- 
come from his business will enable 
him to make his payments on the 
property in the event it is vacated by 
tenants. 

To extend credit on the basis that 
the applicant possesses real estate 
valued at a certain amount, without 
obtaining full information concern- 
ing the indebtedness on the prop 
erty, is only one of the mistakes made 
frequently by those who pass on 
credit risks. The credit man should 
learn all the details regarding the 
financial condition of the applicant; 
his credit antecedents if he has not 
been brought up in the community 
where he is applying for credit; his 
manner of meeting all his obligations 
and not merely the paying record he 
has maintained in the line of business 
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that is of the most interest to the credit man. He should 
utilize the valuable perspective afforded him in numerous 
instances by the credit bureau in examining the applicant’s 
paying habits over a period of many years. 

In a like manner those who direct the management of 
bureaus should strive to cover every phase of the appli- 
cant’s credit record. They should serve all lines of busi- 
ness, Whether large or small, whether profitable or un- 
profitable. They should not be guilty of the failure to 
serve a group as large as that composed of physicians, 
dentists, and hospitals, on the theory that the business is 
profitless. For, the members of these professions are 
tending more each year to have definite business arrange- 
ments with pa- 
tients, which fact 
creates a clear 
contract between 
the patient and 
the doctor. Hos- 
pitals, of course, 
have made defi- 
nite business ar- 
rangements with 
patients for many 
years. Manifestly, 
the manner of 
meeting these ob- 
ligations to the 
professional man 
and the hospital 
should have a di- 
rect bearing on the 
credit record of 
the individual. 
Moreover, the 
failure of credit bureaus to serve any group requiring 
credit and financial data is to encourage the establishing 
of competitive bureaus in your communities. 

Another essential function of the credit bureau in 
effecting credit control is to keep its members apprised 
of the changes that occur on the credit records in its 
files. For example, in instances in which accounts have 
been accepted by members there should be a system of 
notifying these members should derogatory items appear 
on the credit records of the customers. Items such as 
past due accounts, bankruptcies, domestic difficulties, bad 
checks, and any other information that concerns develop- 
ments which adversely affect the willingness and the abil- 
ity of the customer to pay as agreed, should be reported 
to the members by bulletin or message. Also the mem- 
bers should be informed of the changes in records of those 
persons who have cleared their old accounts due to in- 
creased incomes and are showing tendencies to pay 
promptly. In this way the credit manager is given op- 
portunities to increase sales without departing from a 
sound credit policy. 


New Policies Formed to 
Meet Changes in Credit Reporting 

During the last depression, the credit ratings of a 
large percentage of wage earners fluctuated so rapidly 
that it was necessary for bureau managers to invent new 
methods of recording these changes, and of keeping their 
members posted on derogatory information. To meet 
this exigency some of the Retail Credit Associations over 
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the country formed a plan whereby the credit men from 
the larger stores in their cities met each week to discuss 
the past due accounts on their books. Frequently it was 
found that customers owed past due accounts to two or 
more of the stores. Accordingly, in instances in which 
the conditions warranted action, the debtors were con- 
tacted through letters which were signed by persons 
trained in the mechanics of credits, and employed by the 
association to make these specific contacts. In many in- 
stances, the letter and a discussion of the account suf- 
ficed to bring the debtor in line. If the debtor was 
unable to pay, he was advised to arrange a loan. Or, 
when the loan could not be obtained, he was guided in 
the matter of pool- 
ing his past due 
accounts into one 
note payable to 
the association. 
His payments 
were then made 
in regular install- 
ments which were 
prorated to his 
creditors, all of 
whom had agreed 
not to send state- 
ments or in any 
way attempt the 
collection of their 
accounts in the 
meanwhile. 

This method 
has proved so 
helpful in effect- 
ing credit control 
that it is in operation in several cities, today. And, al- 
though the plan does not embrace all the firms extending 
credit in the various communities where it is used, it 
covers several hundreds of accounts each week. 


Some Bureaus Interview Applicants for Credit 

Equally important with this method for controlling 
accounts is the system that has been used for several 
years by some of the bureaus in contacting debtors and 
interviewing applicants for credit ratings. Under this 
plan, persons having favorable ratings in the files of the 
bureau are notified by permission of the reporting mem- 
bers should past due accounts appear on their records, 
This notice is sent by letter, and whenever possible it is 
followed by a telephone discussion of the account. New 
residents of the city who wish to establish satisfactory 
ratings, and older residents who wish to improve their 
ratings are required to fill out forms of application which 
call for history information and definite financial data. 
These applications are then checked and the information 
verified. After a few days the applicant telephones the 
office of the bureau or returns to discuss his record. Often 
in cases of past due indebtedness he is advised to obtain 
loans or to pool his accounts. And to those who need 
guidance in budgeting their expenditures, the interviewer 
offers careful assistance, showing them how by paying 
their accounts promptly over a period of time they might 
establish credit ratings. 

The effects of systems of these kinds in achieving credit 


(Continued on page 9.) 
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(Continued from page 7.) 

control can be invaluable to every firm doing business in 
your community. For they are educational and far 
reaching in their results. They are superior in every 
respect to “prompt pay” advertising campaigns in bring- 
ing about credit control. This is not difficult to under- 
stand when we remember that man is gregarious, whether 
by instinct or necessity. Consequently, the psychology of 
“prompt pay” campaigns tends to suggest to the minds 
of many who perhaps are inclined to be slow that there 
are a good many others who also neglect to pay their 
bills. Whereas contacting the debtors in a direct man- 
ner on their particular accounts and situations, contributes 
not only to the immediate control of the accounts, but 
also to a sound credit condition in a community. 


What Is Ahead for Credit Control? 

In considering twenty years of struggle with retail 
credit problems the obvious question the credit granter 
and the bureau manager asks is, “What is ahead for 
credit control?” Indisputable facts prove to us that 
departures from sound credit policies, whether they per- 
tain to the installment account or the open account of 
the individual, result in losses to business. It follows 
that if our bureaus continue to be of importance in deal- 
ing with the problem of credit control, we must endeavor 
to strengthen the mechanical tools for credit clearance. 
With a strong, central agency whose files encompass the 
trade experience of all lines of business and the profes- 
sions, the credit manager is able to obtain a comprehen- 
sive report on which to base the extension of credit. He 
is enabled to handle efficiently the opening of the account 
and to direct it wisely as long as it is on his books. To 
the end that credit bureau reports shall continue to be 
the basis for properly opened accounts and that the in- 
fluence of the bureaus shall be felt in all parts of the 
communities where they exist, those responsible for their 
management should extend their services to include all 
fields available to them that have been left untouched. 
To mention only one, credit bureaus might establish a 
service for landlords. And there are other fields that 
can be explored for possibilities. 


Responsibility of Bureau Management 

It is well for us to remember that wherever we find 
strong, aggressive local retail credit bureaus there is in 
these communities an understanding and an appreciation 
of the value of credit. 

And finally it behooves those who are intrusted with 
the responsibility of bureau management to study eco- 
nomic cycles and business trends. ‘They should attend 
the meetings of the retail credit men when they gather 
to discuss the questions that pertain to their businesses. 
They should possess uncommon sense, not only the com- 
mon sense that everyone is said to have. They must not 
be swayed by popular feeling or be immoderate in their 
thinking; they should think clearly, profoundly, inter- 
pretively. For only the persons having these qualities 
will be able to help in finding solutions to our problems 
of today, and to meet the new orders as they come into 
our world. 


Author’s Note—The thoughts given in this article are 
Not intended as criticisms of any particular group of 
bureau or credit executives. 
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Edward Meier 

EDWARD MEIER had parental objections to over- 
come before he could start the cash boy’s work he had 
accepted for Monday morning, March 30, 1891, at 
Marshall Field’s, Chicago. His determination won then 
as it did 11 years later when the Manager of the Collec- 
tion Department told the recently transferred Mr. 
Meier that another lawyer 
would surely be needed by 
Field’s. He began his study 
of law in night school at once; 
in June of 1903 was trans- 
ferred to the Legal Depart- 
ment, and in October of 1905 
was admitted to the practice of 
law in the State of Illinois. 


An able lawyer, Mr. Meier 
remained in the Legal Division 
until he was appointed Man- 
ager of the Credit Division in May, 1933. Under his 
leadership the Credit Division has maintained a standing 
as one of the most progressive in the country. Due to his 
direction, such progressive steps have been made as the 
first installation of Charga-Plates in the Midwest; 
credit history book installation; use of envelope history 
record, and the development of business through sales 
minded credit work. Mr. Meier has been a Director 
of the Credit Management Division of N. R. D. G. A., 
and is now a Director of the Associated Retail Credit 
Men of Chicago. 

Justly proud, is Edward Meier of his three sons— 
Bob and Bill, the well-known twin guards of Dennison 
University’s football team—and younger son Donald who 
is making a scholarly record at Purdue. 

Highest admiration and respect is ours for Mr. 
Meier’s splendid career, and we sincerely believe that 
it should and will prove an inspiration to many of our 
younger members. 





District Twelve at Philadelphia 


Outstanding in every respect was the Twelfth District 
meeting at Philadelphia, February 23, 24 and 25, held 
jointly with the Columbia Regional Conference (Bureau 
Managers). Following are the officers and directors 
elected for the ensuing year: President, Leroy N. 
Dickerson, Wilmington Furniture Co., Wilmington, 
Del.; Vice-President, Sidney H. Barker, Thalhimer’s, 
Richmond, Va.; and Secretary-Treasurer, Walter Sonen, 
Pomeroy’s, Reading, Pa. Directors: Willard R. Pool, 
Diamond Dept. Store, Charlestown, W. Va.; R. W. 
Sloan, Reymer Bros., Inc., Pittsburgh, Pa.; Frank P. 
Scott, Woodward & Lothrop, Inc.; Clarence M. Willis, 
Hutzler Bros., Baltimore, Md.; Mary E. Altizer, S. H. 
Heironimus Co., Roanoke, Va.; Richard J. Helmstadter, 
Helmstadter Brothers, McKeesport, Pa.; and Mrs. 
Martha Bean Gleason, Brooks, Inc., Washington, D. C. 
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What to See in New York 


One of the most un- 
usual services to be ren- 
dered by the New York 
convention committee will 
be performed by the 
Theatre Tickets and 
Radio Broadcast Commit- 
tee of which Mr. J. H. 
Titus, Postal Telegraph- 
Cable Company, 253 
Broadway, New York, 
N. Y., is Chairman. This 
Committee realizes the many attractions which New 
York has to offer, and is making an investigation of all 
attractions that visitors would like to see. 

The Committee reports the situation that is well 
known to people in Greater New York; that is, the 
many famous places which the local residents have al- 
ways wanted to see but never got around to seeing. 
When the local committee asked the Greater New 
York residents what places they would suggest to be 
listed as possibilities for the convention delegates, almost 
everyone remarked that he wanted a copy of the list 
because he intended to visit many of the places during 
the convention. 

The following is a general list of places on which the 
committee will give full information to all convention 
delegates: 

















1. Tours of the City by open-top, sight-seeing buses with 
guides who give a full description of all points of interest 
as you pass by. 

2. Radio City. This tour is behind the scenes of the radio 
broadcasting industry, but does not include attendance at a 
broadcast. There are separate tours for an inspection of 
the radio and television divisions and there is a combina- 
tion tour for both these attractions. 

3. The observation Towers, such as the Empire State Build- 
ing, Radio City Tower, and Woolworth Building. 

4. Radio Broadcasts: What programs emanating from New 
York would you like to attend? Advance notice will be 
necessary so we will know how many tickets to obtain for 
each broadcast. Delegates who do not make their requests 
known prior to the convention may not be able to get 
tickets for the broadcasts they want. 

5. Movies: There will be first showings of many of the new 
pictures and such attractions as the News Reel Theatre or 
little theatres where foreign films are shown. 

6. Baseball Games: The Giants and Dodgers will be out of 
the city but the Yanks will be playing Cleveland at Yankee 
Stadium. 

7. Boat rides: There are a number to choose from, such as a 
trip around Manhattan Island. 

8. Horseback riding: There is a fine riding academy and 
you may want the thrill of a horseback ride through 
Central Park. 


9. Golf: There will be a number of country clubs available 
to play on at the regular greens fee. 

10. Jones Beach: This is regarded as one of the great beaches 
of the world—beautifully landscaped, perfect bathing 
beaches, indoor swimming pool, etc. 

11. Stamp Collectors: We will find out about the big stamp 
collections for you to visit. 

12. A night in China Town: This is always a popular place 
to visit. 

13. Restaurants: Possibly you like sea food—we will give you 
a choice of famous places—or French cooking, or Smor- 
gasbord, Italian, Rumanian, Kosher, in fact, any type of 
cooking. 

14. Night Clubs: If you are interested, we will tell you what 
it will cost, whether it is formal, informal, the type of 
show, whether prices advance after 10:00 p.m., etc. 
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15. Fashion shows: There are usually several on in various 
stores and display rooms. 

16. Coney Island: You will have a whale of an evening there. 

17. Greenwich Village: Mark Twain’s old home; quaint art 
shops; night clubs; Whitney Museum of Art; old Cherry 
Lane Theatre; famous eating places. 

18. Coin collectors: American Numismatic Society. 

19. Churches: We know you will want to visit the Little- 
Church-Around-the-Corner, Trinity Church, St. Patrick’s 
Cathedral, Temple Emanu-El and countless others. 

20. LaGuardia Field: The world’s greatest airport. You may 
want to have dinner in the famous restaurant and while 
you eat you can watch the planes arriving and departing. 

21. Boxing: Possibly there will be prize fights on during the 
convention. 

22. Fifth Avenue Buses: One of the most pleasant trips in 
New York is taking a round trip on the Fifth Avenue 
Buses. There are several choices. 

23. Universities: New York University, Columbia University, 
City Columbia University, City College of New York, and 
many others. 

24. The Aquarium: One of the greatest in the world. 

25. Hayden Planetarium and the Museum of Natural History. 
You must take in these two great attractions. 

26. Theatres: There will be many famous shows, but you 
should let us know in advance as the best places are often 
sold out for weeks or months ahead. 

27. Statue of Liberty: We will tell you when the boat leaves, 
the cost of the round trip and the length of time it takes. 

28. Famous New York institutions: Such as the Stock Exchange, 
Frick Museum, Morgan Library, Museum of Modern Art, 
Madison Square Garden, Grant’s Tomb, Fort Tryon Park 
and the Cloisters, Times Square, Hispanic Society of Amer- 
ica, the William Randolph Hearst Collection, Wall Street, 
Bronx Zoo, Botanical Gardens, etc. 


Write Mr. Titus at the above address today and tell 
him which of the afore-mentioned you are interested in. 
Be sure and state how many will be in your party, whether 
you will be here just during the convention or whether 
your vacation plans provide for your visiting New York 
a week or more before or after the convention. 


EVERY BODY'S GOING 


Special Train Schedule 






Turn to page 31 and you will find an interesting 
map outlining the route of our historyland trip to the 
Conference on our special train. Reservations for the 
trip, the staterooms on the steamer from Norfolk to 
New York and the sightseeing trip at Williamsburg, Va., 
should be mailed to the National Office NOW. Railroad 
rates were published on page 29 of the April CrepiT 
Wor p. 
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Air Routes and Air Rates 


If you plan to come to the Conference by air, the New 
York Convention Committee has all the information on 
the routes and rates. For information, write to A. J. 
Worsdell, Jr., Secretary, Convention Committee, Credit 
Bureau of Greater New York, 55 Fifth Avenue, New 
York, N. Y. And don’t forget that one of the greatest 
treats in New York is the visit to the World’s Largest 
Airport, LaGuardia Field. You can eat in the famous 
Airport Restaurant, under the management of the Hotel 
New Yorker and watch the planes arriving and taking 
off, as the dining room is on the balcony which overlooks 
the field. 

ATTEND THE GROUP SESSIONS 


Macy Tour 
Officials of R. H. Macy & Company, known as the 


largest retail store on earth, have extended an invitation 
to convention delegates to take the Macy Tour. This 
trip is designated as “The Behind the Scenes Tour at 
Macy’s,” and starts from the Personal Shopping Bureau 
at 11:00 a.m., 2:00 p.m. and 4:00 p.m. It includes a 
visit to the Training Department, the Bureau of Stand- 
ards, the Hospital, one of the reserve floors and the 
Delivery Department. 


MEET YOUR OLD FRIENDS 


Supplement 

For additional information about convention plans, be 
sure to read the supplement included with this issue of 
The Crepir Wor tp. It will be found between pages 18 
and 19. Read in advance some of the questions for dis- 
cussion at the group meetings. The names of the chair- 
men and co-chairmen are listed if you wish to contact 
them regarding any particular problems you wish to have 
discussed. And, if you have not made your reservation, 
clip the coupon in the supplement and mail at once. 
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Ladies’ Entertainment Plans 


Plans for entertainment of lady guests at the Conven- 
tion have been announced by Miss Jane Farrell, Credit 
Manager of J. & J. Slater, and Chairman of the Com- 
mittee. 

Advance registrations show that a large percentage of 
the delegates are bringing their wives, sisters, mothers 
and daughters, so the New York Committee has 
arranged as guides, wives of the New York City Associa- 
tion officers and directors. 

Tentative plans call for three trips for the visiting 
ladies on Tuesday, Wednesday and Thursday afternoons, 
all of which will end with sufficient margin of time to 
be ready for the evening activities. 

On Tuesday, June 17, the lady guests will make a tour 
of the famous William Randolph Hearst Collection of 
Antiques at Gimbel Brothers, just two blocks from con- 
vention headquarters, followed by tea and an inspirational 
talk. The Hearst collection, valued at fifty million 
dollars, is unique in the history of fine art presentation. 
The pieces are unusually beautiful and rare, and in 
many cases, due to the devastation in Europe, may never 
again be seen in this country. An entire floor at Gimbel’s 
has been set aside for the collection. 

On Wednesday, June 18, the ladies will be guests of 
the New York Association at a luncheon at LaGuardia 
Airport in the famous Aviation Terrace. It is the largest 
Airport in the world. The Terrace overlooks the field, 
and the giant planes of famous airlines “do their routines” 
right before your eyes. It is one of the greatest sights in 
New York. Plans have been made also to give as door 
prizes 21 trips over New York City in one of the famous 
airliners. Busses will take the guests from the 
Hotel New Yorker to the Airport and return. 

On Thursday, June 19, the ladies will go to 
the famous Hayden Planetarium and the Amer- 
ican Museum of Natural History, which are 
adjoining. Plans call for the trip to be by sub- 
way which connects the Hotel New Yorker with 
the Planetarium Building. 

The Planetarium is a most interesting and un- 
usual sight. The mighty drama of the skies is 
unfolded before your eyes, and you see the thrill- 
ing and inspiring worlds beyond the world we 
live in. The control board seems to become the 
command bridge of a space-and-time ship in 
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tremely interesting examples to the Letter-Writing 
Clinic held April 14, 15, and 16. 

Mr. J. R. Johnson, of Johnson Pattison Company, 
dealers in oil, lubricants, gasoline, and tires, and dis- 
tributor of products of the Kendall Refining Company, 
Bradford, Pennsylvania, was chairman, in charge of the 
meetings as well as all arrangements and enrollments. 
Everyone felt that Mr. Johnson deserved a vote of thanks 
for his gracious enthusiasm in opening each of the meet- 
ings and for the expert way in which he supervised 
everything. 

President Simms, of Healey and Roth, was among the 
seventy or more who attended the meetings. The attend- 
ance held up splendidly, and there never was a Clinic 
where there was better attention during the meetings or 
more up-to-the-minute letter-writing problems and ques- 
tions submitted. 

There was a remarkable freedom from the old whisk- 
ered expressions like, ‘beg to state,” “as per,”’ and others, 
showing that those present had already given very earnest 
attention to writing effective letters. 

A live, alert city in every way, Little Rock is the cen- 
ter of vast stores of bauxite from which aluminum is 


| ITTLE ROCK, the rose city, brought some ex- 





At last ...a practical 
handbook on successful 


w= LETTER =; 
WRITING 


Business and Personal 


OME letters always get a check—an order 
—a job—whatever they go after. Other 
letters, just as carefully written, meet with 

nothing but a yawn of indifference. Why? 
To get the answer, big firms go to A. E. 

HOWER, one of America’s outstanding au- 
thorities on letter-writing. They pay this ex- 
pert hundreds of dollars to train their employ- * 

* ees in secrets of letter-writing! For 14 years 
Hower has been rendering this service to busi- 
ness, in addition to conducting a famous school 
and correspondence course in letter writing. 
Now all of this long practical experience, all 
the proven, successful Hower methods, have 
been put into a great new single volume—and 
offered at a fraction of the price you would 
have to pay for the Hower Course. 


NOW ONLY $1.96 


Order from 
National Retail Credit Association 
1218 Olive Street St. Louis, Mo. 


SCN 5 RRM IES 


A2 





made and other key products. I could well understand 
the fact that all whom I met were boosters. More 
power to them! 


This Month’s Illustrations 


“The proof of the pudding is in the eating,” but even 
without knowing that the customer responded in a very 
friendly way and promised to do better from now on, 
I believe you would recognize Mr. Calloway’s letter, 
Illustration No. 1, as a splendid example. In fact, it is 
about as fine an example of this kind as I have ever seen. 

Notice the approval in the opening, and the attitude 
of approval throughout in writing to the woman as 
though she is a very reasonable person in spite of her 
bad record of returns. There are so many good points 
about this letter—structure, wording, friendly spirit, 
action influence, that it is hard to pick out any one item 
as the one that pleased the customer. However, I believe 
it was the spirit of approval that resulted in her friendly 
response. 

Illustration No. 2 is by Miss Anne Margrave of Trin- 
ity Hospital. All that Miss Margrave needs to do is 
to put herself on paper and she will send out friendly, 
cheerful, smiling letters, always. 

Illustration No. 3 is a letterhead printed on pink 
stock, one of a set of letters each printed in a distinctive 
way. During the Letter-Writing Clinic, the value of 
colored paper stock was discussed and the thought was 
brought out that pink is the most action impelling color 
according to all available tests. I have often wished that 
more credit departments would use pink for one or more 
of their later collection treatments in order to profit by 
the pull that the color definitely has. It is interesting 
to see the use that 555 Inc. has made of this idea. The 
whole series is effectively written. 

Illustration No. 4 is pulling splendid results for The 
Kempner and Bros. Inc., according to Mr. Lichtenstadter, 
Manager of Credit Sales. Mr. Lichtenstadter is an ex- 
ecutive of broad experience, and his letter expresses this. 
Notice the approval in the opening paragraph, the per- 
suasion in the second paragraph and the approval again 
in the third paragraph, a very effective arrangement for 
putting across the educational idea. 

At the opening meeting of the Little Rock Clinic, one 
of the members mentioned the Tulsa halfway letter pub- 
lished in last month’s issue of The Crepir Wor.tp. An- 
other excellent example of this type of letter was submitted 
by Schaer Norvell, dealers in tires, for which we have 
not space this month. The letter is simply filled with the 
magic approval appeal, as well as action impelling, by 
leaving space for the customer’s answer. 

The group that attended the Little Rock Letter-Writ- 
ing Clinic was an alert, executive group and it was a dis- 
tinct honor to lecture before them. Don’t you agree that 
the letters submitted prove this? 
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April 15, 1941 
erstand Mrs. Russel) Jordan, 
518 Elm Street, 
More Little Rock, Arkansas, C) 
Mr. Henry Smith (2) 
Dear Mrs, Jordan: 2711 Mein Street 
Little Rock, Arkansas : 
For many years, we have enjoyed servine you in a credit capacity. We Dear Mr. Smith: 
it even feel certain all of our transactions have been most Pleasant; at least, 
we, at Pfeifer Brothers, certainly appreciate your patronage, Thank you very much for your nice letter, 
av be We are no little concerned, however, that you have recently returned a Inasmuch as circumstances pre vent you 
OW on, rreat number of articles purchased from our Ladies' Apparel Department. from paying the }45.00 professional Service charre at 
We are interested in determining, Mrs. Jordan, if the merchandise is not this tine we will Rledly accept monthly Payments as 
letter, proving Satisfactory, Certainly, we want our merchandise to measure up outlined by you. 
—. to the hieh standard of quality which we advertise, therefore, we aro ap- 
‘t, it Is Pealiné to you to five us an explanation of the rather high Percentare of Best wishes for « brighter future. 
returns on your account, 
-r seen. Sincerely yours, 
° d You can readily understand that this is an ©xpensive procedure to a 
ittitude department store. Merchandise delivered to « customer and then returned, TRINITY HO PITAL 
- naturally, becomes rumpled and, many times, is not in condition that it a 
nan as may be returned to stock. By _ of ar bavi 
of her AMis Credit tie F 
z Certainly, we want you to enjoy your dealings with our store and we want NV 
points all merchandise which vou may select to be entirely pleasins to you. If 
oi you have just reason for returning the great number of eerments which you 
spirit, have not kept, we are sufficiently interested to want to know the reason 
e why. Will you kindly write us that we may have this information? 
1e item 
. For your convenience in responding, a courtesy envelope is enclosed, We 
believe shall appreciate your kind consideration, 
riendly 
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Rufus T. Stephenson 


Rufus T. Stephenson, 37, Secretary-Treasurer, Thomas 
W. Garland, Inc., women’s apparel store, St. Louis, was 
injured fatally in an automobile-truck collision near 
Bonne Terre, Mo., April 22, 
1941. He lost control of his 
car when the right wheels left 
the road and it swerved across 
the highway into the path of 
the truck. He had been with 
Garland’s for 12 years and was 
Credit Manager for nine years. 
For three years, he was presi- 
dent of the Associated Retail 
Credit Men and Credit Bureau 
of St. Louis. Surviving are his 
widow, Martha Garland Stephenson, and two daughters, 
Ann and Adelaide. Those who knew him will miss his 
leadership and dynamic personality. We extend to the 
members of his family and business associates our most 
sincere sympathy in their great loss. 








Driving to the Convention? 


The Continental Oil Company has offered the services 
of their Travel Bureau to all delegates who plan to drive 
to New York for the 29th Annual Conference and Credit 
Sales Forum. All you have to do is write the Conoco 
Travel Bureau, 1755 Glenarm Place, Denver, Colo., 
and give them an idea of the particular route you desire, 
the main points of interest you would like to see, etc. 
They will send, without charge, the complete tour with 
maps, description of the surrounding country and cities 
that you pass through, rates and information on hotels, 
tourist camps and other places of accommodation. 














Crepit-CoLLecTION Executive: With 12 years’ rec- 
ord for maximum quota in efficiency and percentages. 
Desires to market services to better advantage over pres- 
ent connection. Law and Business Administration Grad- 
uate. Age 40. Address Box 52, Creprr Wor p. 








Gor Sale 

CREDIT AND COLLECTION BurEAU: Marshfield, Ore- 
gon. Over 100 members, doing large reporting business. 
Excellent opportunity for experienced party. Priced very 
reasonable. Reason for selling is owner has other busi- 
ness interests. Write Geo. M. Griggs, Manager, Coos 
County Credit Bureau, Marshfield, Oregon. 
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Districts Three and Four at Savannah 


District Three, comprising the states of North Carolina, 
South Carolina, Georgia and Florida, and District Four, 
Tennessee, Alabama, Mississippi and Louisiana, held a 
most successful joint meeting at Savannah, Georgia, April 
13-16. Newly elected officers and directors of District 
Three are: President, Joseph H. Riggs, Florida National 
Bank, Jacksonville, Fla.; Vice-President, Lenville Parker, 
Geo. Muse Clothing Co., Atlanta, Ga.; and Secretary- 
Treasurer, Chas. E. Moorman, Retail Credit Men’s As- 
sociation, Jacksonville, Fla. Directors: Geo. L. Keen, 
Jr., J. A. Karven Co., Columbus, Ga.; John W. Bridger, 
The Jones Co., Savannah, Ga.; C. L. Garrett, J. B. Ivey 
& Co., Charlotte, N. C.; and Tom Q. McGee, The 
Aug. W. Smith Co., Spartanburg, §. C. H. H. Fettes, 
Sears Roebuck & Co., Atlanta, Ga., was reelected Na- 
tional Director, and J. Alton Baumgartner, A. L. Zachry 
Co., Atlanta, Ga., was elected Alternate National Di- 
rector. 


Officers and directors elected for the ensuing year for 
District Four are: President, Jake Reiss, Jr., Reiss Bros., 
Mobile, Ala. ; Vice-President, J. M. Mayfield, Knoxville, 
Tenn. ; and Secretary-Treasurer, F. A. Terrell, Alabama 
Power Co., Mobile, Ala. Directors: R. W. Webb, 
Webb’s Cash Store, Jackson, Miss.; Evans Roberts, 
Welser & Levey, Baton Rouge, La.; Ellis J. Petrich, 
New Orleans Public Service, Inc., New Orleans, La.; 
J. L. Sanford, Bishop Parker Furn. Co., Montgomery, 
Ala.; and Stella Murphy, Citizens Savings & Loan Corp., 
Chattanooga, Tenn. New National Director is Hugh 
Reagan, The Cain-Sloan Co., Nashville, Tenn. Elected 
as Alternate National Director was R. E. Lutz, Frank 
Tennille Furn. Co., Montgomery, Ala. 





Convention Hotel Rates 


The convention hotel rates at the Hotel New Yorker, 
the official hotel for our 29th Annual Conference and 
Credit Sales Forum, June 16-19, 1941, New York City, 


are as follows: 

Room and bath for one, per day, $3.50 to $8.00. 

Double-bed room with bath, for two, per day, $5.00 to 
$10.00. 


Twin-bed room with bath for two, per day, $6.00 to 
$10.00. 

Three persons in two connecting rooms, $8.50 to $12.00. 

Three persons in one room, $8.00 to $10.00. 

Suite: Parlor, bedroom and bath (Same price for one or 


two) $8.00 to $20.00. 


We are informed that reservations are coming in fast, 
so make your reservation NOW. 
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UF NORTH AMERICA 


Fifth Annual Convention 
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..- PROGRAM... 


4:30 p.mM.—PrE-CONVENTION Boarp MEETING, 
Hotel New Yorker. 


Monday, June 16... 


3:25 p.M.—*“The Past, Present, and Future” 
Miss Ethel M. Dopp, R. J. Martin & 
Co., Spokane, Wash.; President, 
ETHEL M. Dopp | Credit Women’s Breakfast Clubs ee oe 
_ President of North America, Ballroom. Wadiawen, D. Se 
Spokane, Wash. 6:00 p.m.—Get-ToGETHER MEETING, Parlor A, 
Hotel New Yorker. 


| Sunday, June 15... 
| 


























Tuesday, June 17... | 


7:00 Aa.M.—BrEAKFAST, Guests,New York Credit 
Women’s Breakfast Club, North 
Ballroom, Hotel New Yorker. 

1:00 p.m.—DutcH Treat LUNCHEON, Hotel 
New Yorker. 


Wednesday, June 18. . . 


1:00 p-mM.—DutcuH Treat LUNCHEON, Hotel 
New Yorker. 
7:00 p.M.—ANNUAL Business Meetino, Ball- Juuia McDeverr 


_ Lity Person room, Hotel New Yorker. Corresponding Secretary 
First Vice-President Spokane, Wash. 
Minneapolis, Minn. ° 

















Thursday, June 19... 


7:30 amM.—DutcH Treat BreAKFAst—Instal- 

lation of Officers. 

1:00 p.m.—Post-CoNVENTION Boarp MEETING. 
7:30 p.mM.—GRAND BANQUET AND DANcCE—Biall- 
room, Hotel New Yorker. 
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Financial Secretary 
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New Developments in Collections 


MARIE HILTON* 
Credit Manager, B. Siegel Co., Detroit, Mich. 


tion procedure with reduced costs is age-old, and 

has been discussed pro and con for many years. 
The answer is a simple one just like the answer given by 
the old army general when asked what is the best way 
to win a battle. His answer was most interesting as he 
said, “I get there ‘fustest with the mostest men.’” The 
principle in this reply can well be adapted for the theme 
of this article. 


[sin QUESTION of new developments in collec- 


There is no new way to collect money. Our customers 
today are no different basically than those of 15 or 25 
years ago, except possibly that they are better educated 
in the ways of avoiding payment of bills. The credit 
customer of today is still possessed with the desire to 
overbuy and obligate herself beyond ability to pay. The 
retail merchant likewise is eager and anxious to do as 
much business as he can, and in a sense urges the customer 
to make full use of her credit without due consideration 
of changing economic conditions. And so we have today 
as always, the problem of easy credit and not too strict 
enforcement of credit terms. 


New Methods of Collecting 


This dual condition has existed for sometime, and 
because of it collection problems are unchanged. Any 
new methods for collecting a larger proportion of our 
receivables monthly must of necessity originate with the 
opening of the account and subsequent treatment of the 
terms of payment. We cannot hope to discover new 
ideas of persuasion which will materially change the atti- 
tudes of debtors. I am still willing to admit that 99 
per cent of the people are honest, but did you ever realize 
how little dishonesty had to do with slowness in pay- 
ment of accounts? 

The principal difficulty is not dishonesty or neglect, 
but a disregard for the meaning of prompt payment. 
This attitude is fostered and tolerated by retailers in 
general, some more so than others. ‘This is a condition 
which we as credit men and women may not want to 
admit, but nevertheless is present all about us. It does 
not matter how often or how serious our discussion is 
on the subject of new ideas to stimulate collection turn- 
over, we are in reality overlooking the principal cause. 
We may want to follow the easy way and place blame 
upon the store management as we are merely following 
the dictates of their policy. As credit men and women, 
we should constantly strive to improve the turnover of 
our accounts receivables, which in many cases represent 
the true lifeblood of the business establishment. 


*An address given before the Fifth District Conference, 
Louisville, Ky., February 10, 1941. 
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Collections Should Average 
Seventy-five Per Cent 

It always amuses me when [ hear credit men or women 
boasting of the fact that their collection percentage is 
50 or 60 per cent (which is considered a good average) 
when in reality, we have a right to expect 100 per cent. 
All our effort is directed toward notification to the cus- 
tomer that we expect settlement of her account the fol- 
lowing month in full. Every statement clearly states 
our terms, and yet we become boastful when we collect 
50 per cent of our outstanding when due. As credit 
men and women, we of all people, should strive for not 
50 or 60 per cent but 100 per cent collection result. I 
fully realize that this ambition can never be achieved, 
but I am firmly convinced that up to 75 per cent collec- 
tion result is not beyond reach of the retailer who is 
bold enough to ask for that to which he is entitled when 
due. We have some scattered examples of this type of 
merchant who has come to the realization that more 
profit can be had for himself if he will but change his 
attitude toward collection of his accounts, and have the 
courage of his convictions. 

I have heard many credit men and women place blame 
upon the shoulders of the owners for this condition, when 
in reality the credit man or woman has done little or 
nothing to point out to his or her management the in- 
crease in profit made possible with a mere readjustment 
of attitude on his part. They have been willing to accept 
the fact that you must not in any way offend your cus- 
tomer, as she would likely discontinue her patronage with 
you and go elsewhere. Have we as credit executives 
reached the point of inertia that we do not even protest 
against a condition of which, I am sure, we personally are 
not convinced? Shall we merely accept the dictum “it 
can’t be changed’’? I do not think so, as all of us know 
we either progress or recede. We cannot say it has always 
been that way, and always will be, as that is an admission 
of failure. 


Remarkable Differences in Percentages 

I think my point can best be illustrated by making 
reference to the current issue of The Crepir Wor p. 
For several years collection percentages have been com- 
piled by cities and districts. Have you ever closely ex- 


amined these data? Doesn’t it seem peculiar that a 
store in a sizeable city in the East will consistently show 
a collection percentage of about 75 per cent monthly, 
and then the other extreme, a store in an equally size- 
able city on the Pacific Coast shows a consistent collec- 
tion average of about 32 per cent? What makes up this 
wide difference? May I again make reference to the 
old general’s slogan. The first merchant being progres- 
sive and recognizing his duty both to himself and _ his 
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customers gets there first because he has shown a desire 
to be alert and take advantage of the increased profit as 
evidenced by his collection percentage. He does not tag 
along with the others but has the courage to mean what 
he says, “He gets there fustest.” 

This merchant, and I assume his credit manager too, 
have not thrown their hands in the air and said, “It 
can’t be done,” but have banded together into a workable 
duet, making them the envy of others who could like- 
wise enjoy this extra profit. They use every means 
available to constantly remind their customers of their 
obligation and its due date. Those who consistently 
become delinquent are suspended from further credit 
privileges. Their collection procedure is consistent, and 
their goal is not to achieve a 50 or 60 percentage, but 
to always strive for the utmost. As guardians of our 
employer’s receivables, it is our first duty to safeguard 
his interests to the best of our ability. In so doing, many 
opportunities for increasing his business are presented, 
and should not be overlooked. 

In the final analysis are we part of the sales organiza- 
tion? Should not there be a distinct separation between 
sales policy and credit policy? There can be no argu- 
ment about competition in merchandise. This is an 
accepted fact and rightfully so. But must there be 
competition in credit terms also? It is quite apparent 
that a great amount of competing is being done with 
credit terms, as evidenced by the wide variance of collec- 
tion result throughout the country. This is where we 
should come forward with concrete evidence of the 
fallacy of this policy. Our employers expect us to 
help sell as much of their merchandise as possible on 
credit, and to see that the most money is collected. Has 
he not omitted one of the very important considerations ? 


What to Do About It 


Alfred Sloan has said, “The wave of change sweeps 
over the unchanging man and washes him out,” and 
with these words I place the challenge before credit 
executives: You must be able to meet this changing tide. 
Because we have always been content to “breeze along”’ 
is no reason we can continue to do so. Someone else 
has said, ‘““You must prove yourself a profitable investment 
for your employer, or why should he keep you?”’ Don’t 
be at all afraid that you will make yourself too profitable. 
Certainly the “Horse and Buggy” day, “Down Trodden,” 
“Clerical,” “Necessary Evil,” credit manager never has 
been a profitable investment to the merchant or anyone 
else. Credit today has become so specialized and im- 
portant that the merchant must have a keen, analytical, 
broad-minded executive with backbone enough to be a 
profitable investment. He cannot of necessity be a 
“rubber stamp yes man,” nor can he be content to 
merely accept conditions as presented simply because they 
have always been that way. Today more than ever 
before the credit manager must be on the alert to seek 
out new ways in which to make himself more valuable 
to his firm. 

While I realize you may not fully agree with my 
views on this subject, there is some satisfaction to me in 
bringing them to your attention. What are we going 
to do about these things in the future? In the past they 
have been like the weather, everybody talks about it, but 
no one does anything about it, but our problems, unlike 
the weather, can be controlled through collective, effort. 
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The Pros and Cons of Consumer Credit 
(Workers Education Bureau Press, New York City, 30 
pages, 10 cents)—Studies of budgets of those in the lower 
income group have disclosed their small margin of sav- 
ings for a “rainy day.” With workingmen, as with other 
folks, “when it rains, it pours.” It is at that time that 
workers turn to friends or lending agencies for help. 
And it is at that moment that loan sharks have in the 
past plied their trade, charging usurious rates of interest 
for temporary loans. In the light of the clearly defined 
position of labor with reference to the evils of the loan 
sharks and the importance of small loan legislation, the 
Workers Education Bureau undertook to have prepared 
informative articles by a recognized expert. This pam- 
phlet, by Mrs. Constance Kent, is one of the series in 


this field. 
iB) 


The Flag of The United States—Its Use in 
Commerce (Government Printing Office, Washington, 
D. C., 51 pages, 10 cents)—This publication, by the 
Bureau of Foreign and Domestic Commerce, is intended 
as a guide to the use of the Flag in the business world. 
It contains the text of the Federal, State, and Terri- 
torial laws on the subject, and should serve as a useful 
handbook to the businessman. 


Le 


Credit Problems of Families (Superintendent of 
Documents, Washington, D. C., 93 pages, 20 cents) — 
This booklet prepared by the Office of Education, United 
States Department of Interior, is intended as a guide for 
teachers of home economics. 


LU 


United States Government Manual (Superin- 
tendent of Documents, Washington, D. C., 644 pages, 
75 cents)—This edition contains all changes in federal 
agencies through November 1, 1940, and presents a sec- 
tion on national defense. It lists all Government depart- 
ments and bureaus and gives pertinent information about 
them. 

Uy 


How to Start a Life Insurance Program ( Insti- 
tute for Risk Analysis, Harvard Square, Cambridge, 
Mass., 32 pages, 50 cents)—Most policyholders buy life 
insurance in an haphazard manner. The result is fre- 
quently a group of policies that cost too much or that 
are poorly fitted to existing needs. Planning life insur- 
ance policies to avoid frequent replacement is necessary. 
The purpose of this booklet is to show you how to plan 
a life insurance program to effect economies. 





———Mareh, 1944 Fhe Colle 
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District Six at Sioux City 

An inspiring three-day meeting of District Six was 
held at Sioux City, March 16, 17, and 18, with an 
attendance of more than 550. New officers and directors 
elected were: President, A. F. Johannsen, The Golden 
Rule, St. Paul, Minn.; Vice-President, Harry Wrenn, 
Nebraska Clothing Co., Omaha, Neb.; and Secretary- 
Treasurer, H. R. Gabrielson, Marquette National Bank, 
Minneapolis, Minn. Directors: John H. Buckley, 
Minnesota National Bank, Duluth, Minn.; C. Ray 
Stowell, T. S. Martin Co., Sioux City, Ia.; Jack 
Rathegaber, No. Public Service Corp., Winnipeg, 
Canada; Ross Carrell, Thrift Inc., Des Moines, Iowa; 
and Irene Peterson, O. J. DeLendrecie Co., Fargo, North 
Dakota. H. R. Amos, Magee’s, Lincoln, Neb., was 
elected new National Director, and Dean Ashby, M. L. 
Parker Co., Davenport, Iowa, alternate National Direc- 
tor. The 1942 convention will be held in St. Paul, 
Minnesota. 


Battle Creek Elects Officers 


The following were elected officers of the Retail 
Credit Managers Association of Battle Creek, Michigan, 
at a recent meeting: President, Louis McDowell, Con- 
sumers Power Co. (reelected); Vice-President, Keene 
Wolf, Michigan National Bank; and Secretary-Treas- 
urer, R. W. Matthews, Merchants Credit Bureau (re- 
elected). Directors: Mrs. Dorothy Ryason, The Jewel 
Box; Mrs. Ruby Norton, Jacobson’s, Inc.; William 
Mumma, Sears, Roebuck & Co.; Charles Smith, Chas. 
E. Smith Furniture; Mrs. Lillian Lawrence, Roat Music 
Co.; Mrs. Hazel Briggs, DeNooyer Bros.; Edw. Penty, 
Battle Creek Gas Co.; Walter Lawrence, Bills Woods 
Auto Service; and A. W. Austin, Julius Star, Inc. 
Harry Reid, Consumers Power Co., was elected Honor- 
ary Director. 


Officers of Pensacola New National Unit 


Officers of the newly organized Pensacola Retail Credit 
Men’s Association, Pensacola, Florida, are: President, 
Almon Payne, Sherrill Oil Co.; Vice-President, C. E. 
Edwards, White & White; Secretary, M. J. Heinberg, 
Merchants Credit Bureau; and Treasurer, A. C. Abney, 
Marston & Quina. 





Positions Wanted 











Crepir MANAGER: Department store, now employed, 
desires new connection. Credit bureau, banking, indus- 
trial and insurance office experience. Age 39, excellent 
references. Address Box 54, Crepit Wor-p. 


CrepiIT MANAGER OR CONTROLLER: Age 45, eight- 
een years successful experience. Good personality and ex- 
cellent health. Can furnish excellent references. Address 
Box 53, Crepir Wor Lp. 
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Coming District Meetings 


District One (Connecticut, Maine, Massachusetts, 
New Hampshire, Rhode Island, Vermont, and Quebec, 
Canada) will meet May 7 and 8, 1941, at the New 
Ocean House, Swampscott, Massachusetts. 


District Eight (Texas) will meet May 18, 19 and 
20, 1941, at the Texas Hotel, Ft. Worth, Texas. 

District Ten (Idaho, Montana, Oregon, Washington, 
Alaska, Alberta, British Columbia and Saskatchewan, 
Canada) will meet May 12, 13 and 14, 1941, at the 
Winthrop Hotel, Tacoma, Washington. 

District Thirteen (Illinois, Indiana, and Wisconsin, 
except Superior) will meet May 18, 19 and 20, 1941, at 
Racine, Wisconsin. 


Open House at Kennington’s 


On Sunday, March 9, the Jackson Daily News and 
the Daily Clarion-Ledger of Jackson, Miss., carried 
whole sections devoted to The New Kennington’s 
“Invitation to our Open House’ on Monday Night, 
March 10, from 7:30 to 10. A story in the Jackson 
Daily News told how without closing the doors on cus- 
tomers for a single business day the R. E. Kennington 
Co. completed a $150,000 program of remodeling its 
six-story department store. 


New Credit Manager at Bacon’s, Louisville 


Harry C. Bowers, formerly Collection Manager of 
J. Bacon & Sons, Louisville, Kentucky, has been ap- 
pointed Credit Manager of that store. 


New Officers of Pottsville Unit 


The newly elected officers and directors of The Credit 
Grantors Association of’ Pottsville, Pa., are: President, 
J. Ernest Kohl, Pomeroy’s; Vice-President, Nathan 
Antokolitz, Nathan’s Furniture Store; Secretary, Miss 
Betty Skelly, Skelly’s Dress Shop; and Treasurer, Oliver 
Leiby, Seiders Printing. Directors: Mrs.-Lewis Barasha, 
R. C. Green’s Son; and F. W. Schimpf, Jr., L. Hummel’s 


Sons. 


Whisler New Credit Manager at Weber’s 


Carroll D. Whisler, formerly with the Credit Depart- 
ment of Taylor’s, Cleveland, is now Credit Manager 
of The H. Weber Sons Company, Zanesville, Ohio. 





A. Allen Taylor 


A. Allen Taylor, 52, President and Secretary of the 
John Taylor Dry Goods Co., Kansas City, Mo., died 
March 18. He was a son of the founder of the store, 
John Taylor, Sr., and is survived by his widow, a daughter 
and son, two brothers and two sisters. 
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Tulsa Bankruptcy Analysis 





of the Associated Retail Credit Men of Tulsa 

recently made an analysis of 50 individual bank- 
ruptcy cases filed in the northern district of Oklahoma. 
The results were presented at a special meeting of the 
Association with 105 in attendance. Some of the out- 
standing results were: 


jez BANKRUPTCY STUDY COMMITTEE 


1. The average income of the 50 petitioners was less 
than $80.00 per month. 

2. Grocery stores and auto agencies (principally used 
car lots) headed the list of unsecured merchandise claims. 

3. Installment clothing companies were fourth on the 
list of unsecured merchandise claims. Of the three large 
Tulsa department stores doing approximately 50 per cent 
of the total unsecured charge business in the community, 
one of them had no claims in the 50 cases, while the other 
two had a total of $170.72. 

4. Doctor, dentist and hospital bills amounted to as 
much as the small loan claims, whereas many people have 
attached much of the blame for the increase in individual 
bankruptcies to the so-called “loan sharks.” 


5. The privilege of filing under a pauper’s affidavit with- 
out paying the costs is apparently being abused. On 35 
of these cases, paupers’ affidavits were filed, and on only 
15 were the costs paid. 

6. Unemployment has been suggested as a contributing 
factor in individual bankruptcies, but only three of the 50 
claimed to be unemployed. 

7. The total of $31,950.44 in unsecured claims were ow- 
ing to 489 creditors. Of this number, 111 creditors with a 
total of $9,446.52 were credit bureau subscribers, while 378 
with claims of $22,502.92 were not subscribers to the credit 
bureau. 


A detailed analysis of the fifty cases, selected in consecu- 
tive order of filing, follows: 


NN MOND hie ot owe iains aemaeabn ens dee Y $ 36.26 
Other debts preferred by law............ 90.00 
EE CIOS 65, be cawcedacnceeadeaade 11,076.26 
ee ee me 31,950.44 
Notes & Bills which should be paid by 
NE onc ca roesdbed ae acen 542.97 
Accommodation paper ...............-- 1,710.87 
TOTAL DEBTS SCHEDULED BY 
THESD BANRRUPIG......508.00 $45,406.80 
TEI nn ne eee eT ea ee 2,955.00 
eS eee ere rrr 4.00 
MORGUE MOOR, WOES oink ici ccinisis nsce 4,200.00 
Horses, Cows and other animals ........ 175.00 
Carriages and other Vehicles ........... 1,640.90 
Farming stock and implements .......... 50.00 
PNDOT, EUNED, GED, caciecesiceess vee 100.00 
Other personal property ................ 100.00 
Policies of insurance (Exempt) . . 17,604.00 
reer reer 25.00 
TOTAL ASSETS SCHEDULED BY 
THESE BANERUPTS. ....... 2.500 $ 9,249.90 


(An examination shows that practically all of these assets are 
exempt by law.) 


Ihe unsecured claims scheduled were owing to the following 
classifications of business and professions: 


Unsecured Merchandise claims.......... $9,974.13 
Sf | eae rere 7,606.07 
Doctors, Dentists & Hospital bills....... 7,275.55 
Miscellaneous (such as rent, etc.)........ 3,688.63 


Commercial and Industrial Bank Claims. 3,406.06 
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The unsecured merchandise claims scheduled were owing to 
the following: 


i intone vocsntewdndecstaaatiwe $2,105.86 
BS FD TRE Be TIBIA eo i ccc cccccvcseccccess 1,497.12 
28 Oil & Service Station Companies................ 785.32 
4 Installment Clothing Companies................. 768.34 
SE Pe, Msn rivseeeds seus sce ches eedens sia’ 692.50 
9 Wmedessiiod & Bibec. BEGee.. ..cccscccccecccccccs 615.87 
12 Hardware, Lumber & Paint Companies.......... 528.33 
-. ff eae ee errr ree 425.00 
2 Appliance Finance Companies.................. 347.00 
15 (Small & Medium) Dry Goods & General Mer- 
i PN ee aaic s Oialah acy naes bang aday eek aes 331.11 
DS Be Se Ss ote ce.0 ssn caneserekons 319.02 
12 Tire & Auto Supply Companies.................. 275.89 
F EE NERS View Nec abeecdhcdxiessi rhkene be 209.55 
6 Restaurants & Cigar Stands................... . 198.23 
Je. | RISES ee ee eee 178.77 
2 (Large) Department Stores..................... 170.72 
6 Machinery & Supply Shops....................+: 132.00 
Docs nas ndh ted aan einea wees 111.17 
Po I x i pote: waa adaciins calicwiehxkekcon 72.65 
2 Mendy to Wear & Spec. Ghee. .....cccscccccscce 69.28 
ee. i Ra i ee ee arr 54.50 
3 Laundry & Dry Cleaning Companies............. 31.15 
BM NE eh ohne te ataes a0 6 hdedetacedeabsewe 30.00 
© Se Ge SD ivi bee seccsciescdades 24.75 
$9,974.13 
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Kemind You-- 


users write us contin- 
uously praising their 
effectiveness. So, we 
have revived and 


stocked them again 


that this account 
has probably been 
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we'll appreciate 
your rémittance. 
Thank You! 
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Revived by Request 


Since most debtors are honest, the forceful messages 
on these stickers carry an appeal that produces results. 
Repeat orders verify 
this fact. Don’t lose 
a minute — order a 
supply right away. 
Price $2.00 per 
thousand. Order 
reminded you, from your Credit 
won’t you send Bureau or National 
us a check— Office. 

please? 








Please/ 


NOW that we've 


Thank You! 
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1218 Olive—St. Louis 
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Making a Profession 


QUT OF CREDIT MANAGEMENT 


ROBERT B. REMAGEN* 


Credit Manager, B. R. Baker Company, 
Cleveland, Ohio 


UST THE PLAIN HUMAN side of almost any 
situation, regardless of how complex, or how closely 
related to the ordinary functions of our respective 
organizations, can give us a most imposing reflection of 
how the average individual reacts, and impressions are 
formed. ‘This is precisely why I have been very much 
concerned about a problem which presented itself to one 
I use the 


word profession advisedly, because there is little doubt 


of our managers in the “Credit Profession.” 


that those of us, connected in this phase of business, 
are making a serious effort to constantly improve and 
expand our knowledge, in an effort to broaden our scope 
to such an extent that we may better handle those 
problems which fall under our management as well as 
those inter-related to other departments. 

It so happened however, that this Credit Manager, 
to whom I refer, had been out of his department for 
some little time and as he returned he noticed a very 
determined looking old lady sitting out on the edge of 
her chair. It was evident that she was anxious to give 
vent to her pent-up emotions. All of his assistants were 
busy with customers at the time, so in order to keep her 
from overtaxing her limits of restraint he walked up to 
her and asked if he could be of some help. She looked 
him over rather quizzically and then explained that some- 
thing had happened about which she wanted to speak 
to somebody. She didn’t know just who, and didn’t 
want to tell her story more than once, and then she 
inquired, “Who are you?” He replied, “I’m the Credit 
Manager” and she replied, “You won’t do at all; I 
want somebody who knows something.” It seems to 
be this human element involved in every type of credit 
management which clearly makes it the number one 
factor which is so important. ‘The person designed to 
fulfill this job with any business organization today, has 
a far greater responsibility, and a much deeper obligation 
to his employer, than that of merely supervising the task 
of taking credit applications, authorizing purchases and 
collecting accounts. 

The human element is an intangible something—a 
method of understanding—yes, even a type of intuition 
that in effect creates for credit managers an insight into 
the cause and effects of customer relation, competent direc- 


*An address given before the Fifth District Conference, 
Louisville, Ky., February 10, 1941. 
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tion of personnel, and strict adherence to store policy. 
Essentially, all credit office functions are based on the 
appraisal of the value and character of those individuals 
with whom the store does business. Through the medium 
of our modern credit bureaus, through records built up 
by customer relations at other stores, and through per- 
sonal contact with the customer direct, can be determined 
the advisability of extending credit. Yet, even with 
this available information at hand, the actual extension 
of such credit and the sum of our findings is still an 
estimate. It is an estimate based on the human element. 


Human Aspects of Credit Office Functions 

We may logically conclude that since we are paying 
so much attention to the human element involved in our 
decision to extend credit, then we should pay even closer 
attention to any possible reaction of the customer and 
to the reception afforded by our personnel. In fact, we 
should watch all details involved which become part of 
our procedure. It is no longer considered adequate to 
greet customers at the credit office with a smile and 
send them away as quickly as possible with a pat on 
the back. The inception of installment credit brought 
with it a new array of plans, terms, and methods of 
carrying charge purchases over a given length of time. 
This required the wide-awake credit executive to not 
only familiarize himself with such changes as came into 
being, but along with it, the responsibility of seeing that 
all assistants under him were properly informed. It 
became necessary to establish new changes in office func- 
tions so that operations could be carried on efficiently, 
and with regard to their human aspects. 

Let us consider just what some of these functions 
may be. We will assume that the physical layout of 
the entire credit office is of such good design that traffic, 
including personnel and records is reduced to a minimum. 
The space which is provided for customer reception is 
of such a nature as to promote a feeling of privacy. (For 
a summary of opinions on this subject see pages 28, 29.) 
It is furnished in good taste and is conveniently located. 
The workshop part of the office is so arranged as to 
make all records accessible without unnecessary delay. 
Such customer information and file records are available 
at all times. There are, of course, literally hundreds of 
details to be handled, and you cannot expect the cus 
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tomer to appreciate this fact when he enters your office 
and requests service. 

The average customer today, expects everything in 
your credit department to click as smoothly as a watch. 
Do not overlook the fact that they feel genuinely com- 
plimented when they are not only received in a cordial 
manner, but are recognized. When some interviewer 
says, “Why certainly Mr. Smith, I'll help you.” He 
then proceeds to do it without delay. This creates an 
impression, the value of which is immeasurable. Service 
of this type has a decided far reaching value and will 
always strengthen customer good will. It requires care- 
ful organizing, and incidentally, it reduces expense. It 
is properly representative of its function. 


Credit Manager Interested in Trends 
There should be no doubt about interest in current 
trends. In the past decade a 


time ago a credit manager in one of our Cleveland stores 
told me that he managed to browse through such papers 
and magazines as BusINESSs WEEK, READER’s DIGEsT, 
Lirz, NEwswEEK, THE Crepir Worip, Women’s 
Wear, MEN’s WEAR, RETAILING and possibly one or 
two others, and consistently followed this schedule month 
after month. 

He considered this so important that he required cer- 
tain members of his credit department to do likewise in 
order to keep abreast of new developments and changing 
conditions. Some of this compilation of events may 
quite possibly have a direct or filtering effect on our local 
community, and from these reports may be determined 
the rise or fall in merchandise sales with its reactionary 
effect on collections. Certainly the credit department, 
through sound reasoning and intelligent direction, has an 
ever increasing obligation to fulfill to management. Is 

it not also reasonable to as- 





revolutionary change has been 
taking place, not only in in- 
dustry, but in most present- 
day methods of retailing as 
well. Within that period, 
there has been developed, as 
never before, the importance 
of the human aspects of busi- 
ness. Human relations, which 
we have come to know as 
customer relations, credit pol- 
icy relations, employee rela- 
tions, and public relations, has 
become an increasingly im- 
portant consideration in busi- 
ness. This foundation of 
sound relations with respect 
to retail stores and their credit customers is nourished 
in the fertile soil of good employee relations. 

To the customers who visit our credit office, those 
who work for the company are the company. Customer 
good will, respect, interest, and sincerity must therefore 
emanate from within the organization itself. Good ex- 
ternal relations, from the standpoint of management 
must be preceded by good internal relations which are 
largely the result of your direction. In general, good 
customer relations which tend to build for your store are 
so often the result of simple, human, natural things that 
are done in their interest. 


York 


Trends Necessitate Continual Study 

This is an accepted prerequisite of every field of 
endeavor to which the value of specialization is attached. 
Methods, policy, promotion and equipment with which 
we work, are constantly being changed and improve- 
ments are brought about. Such a condition then, which 
is largely true in other fields of specialized effort, must 
necessarily be true in credit management, if we would 
pursue our studies in this division, as a profession. Many 
excellent reference books covering a wide variety of 
subjects, and pertaining in a general way to successful 
credit operation and management, are available. Trends 
of all description, many of which have a direct bearing 
on our particular work, are more readily assimilated by 
having a reading knowledge of various periodicals, 
credit magazines, convention reports, and papers designed 
to cover in detail some special subjects. Only a short 
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In the June Issue 


“The Banks Sit at Our Table,” Frank T. Cald- 
well, A. C. B. of A., St. Louis 


“Credit Alerts Are Sounding,” W. H. Baldwin, 
G. M. A. C., New York 


“Hotels Have Credit Problems Too!” Warren 
W. Fisk, Curtis Hotel, Minneapolis 


“How Much Is a 30-Day Account Worth?” 
J. T. Machat, Ross Federal Service, New 


“Progress Through Credit Control,” C. C. 
Kortz, The Higbee Co., Cleveland 





sume, that in this division, 
such trends in operating pol- 
icy should be perceived and 
changes made accordingly, as 
is the case when changes are 
thought to be in order in 
merchandising? I do not be- 
lieve we can become overly 
aware of the fact that our 
store buyers are exceedingly 
alert to any changes in style, 
pattern, price, etc. Manage- 
ment has come to expect these 
buyers to so recognize chang- 
ing trends in public opinion 
and customer acceptance of 
merchandise that they are 
ready and willing to share a large portion of this re- 
sponsibility. 

In recognition of this fact, they have justly earned the 
confidence which they enjoy. Is it not then reasonable 
to assume that this same confidence should exist between 
credit department direction and management? For per- 
haps an entirely too long period of time, the credit 
department has so often been referred to, as the necessary 
evil of the organization—the unproductive division where 
dead expense accumulates—the non-selling group effecting 
heavy overhead. Of course, we can understand many 
of the underlying reasons behind this opinion, but at the 
same time, we can certainly do something about it. We 
are compelled to do something about it if we would 
elevate the representative structure of credit direction 
and personnel in the eves of management. 

An excellent example of what may be termed as 
changes in trend and their effects, is described in a talk 
by one of our Cleveland Credit Managers before a 
group of three hundred students attending the mid-winter 
course in Retail Credit and Collections. He said: 


For a long time now, people have been interested in 
credit, learning as they have gone along, making con- 
tributions through a suggestion here, or a plan there, 
toward the end that credit has gradually attained its 
present place, and credit operations today are being done 
with much greater efficiency. While individual effort 
has played its substantial part, these things have been 
largely brought about too, through common understand- 
ings among merchants, credit folk, and people in general, 
of the good effects of sound credit usage. Thus credit 











being a good operation, then it follows that each desir- 
able account, to its own respective individual extent, 
adds just that much to the general program. Accounts 
provide the best means of expanding our businesses and 
thus the more of them we have, the greater and more 
widespread are our opportunities. 


If we agree that a sound proportion of the responsi- 
bility of credit direction and management is vested in the 
credit manager, then in order to obtain proper co-ordina- 
tion throughout the department, it has been found helpful 
to organize a plan for group study. Now there is nothing 
essentially new about centralized training of credit office 
personnel. Many stores have developed such a plan and 
have used it with a great deal of success. Many credit 
managers are directing a credit training course at the 
present time. The surprising part about such a program 
is the fact that so many credit executives have not as 
yet found a need for this effort. I believe this is partic- 
ularly true of the specialty group stores and the smaller 
department stores. We decided about a year and a half 
ago that to organize definite plans for a detailed training 
course of our credit personnel would be of particular 
advantage to the store and in turn to customers. This 
was partly brought about because of a modernization 
program then in progress, with the result that the credit 
department was afforded new and larger quarters and 
some increase in personnel. The first task which we 
encountered was to prepare a working outline for our 
manual which would incorporate facts concerning general 
store policies, operations, systems and procedure. All of 
the credit department employees contributed an outline 


TIME TESTED 


Merchandise Coupon 
Books have proven a 
profitable means of 
attracting new busi- 
hess and controlling 
credits. 


‘Write us for the Full Story 


Southern Coupon Co. 


P.O Box 1472 - -- BIRMINGHAM, ALA. 


Over 31 years “The House of Service” 
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and from these we selected the best material and con- 
densed it into our final pattern. 


Steps in Preparing a Credit Manual 

The personnel involved included, in addition to the 
credit assistants, the authorizers, the credit receptionist, 
the retail phone clerk, our adjustment manager, his 
secretary, and the new accounts solicitation clerk. We 
arranged a schedule calling for a meeting of this group 
once each week. These meetings usually last from one- 
half-to three-fourths of an hour. An informal discussion 
is carried on covering some particular point in our out- 
line. All of the discussion is taken down in shorthand 
and typed so that it may be brought to the next weekly 
meeting. At that time it is condensed and those portions 
which we decide are valuable are then included in 
our outline collection of material. In addition to the 
assignment which is scheduled for discussion at the meet- 
ing, we also request that some one of our people relate 
at least two unusual incidents which have occurred as 
a result of customer contact, during the past week. 

A different person is chosen each meeting so that the 
type of incidents constantly varies and becomes an 
excellent cross section of customer experience. In a 
number of cases we have been able to correct certain 
methods of handling different situations. We feel that it 
is supplying pertinent information in helping us to better 
our operations. Within the next two or three months we 
will probably complete our collection of material for our 
manual and then comes the job of getting it into final 
shape by sections and by logical divisions. (An article 
on this subject will be included in a forthcoming CreEpIT 
Wor tp.) It will then contain sections with headings, 
divided as follows: 


Store Policy 

Customer Reception 

Codes and Ledger Statistics 
Methods of Control 

Assignment of Special Operations 
Filing and Equipment 
Adjustments 

Solicitation of New Accounts 
Authorization 

Items of Special Refer 

Sources of Credit Information 
Cashing of Checks 

Methods of Identification 
Collections 

Answering Mail and Letter Instruction 
Peak Period Rotation Policy 
Telephone Ethics 

Personal Appearance 

Over Limits and Control 


It is our plan to prepare our manual in loose-leaf form 
so that supplementary information, corrections, or other 
changes may be added conveniently. We expect to use 
this manual extensively in the training of new employees 
and hope to lessen the time usually taken for instruction, 
by a considerable extent. It is also generally believed, 
that when employees are permitted to take active part in 
such an undertaking, a much greater interest is instilled, 
not only in their particular job, but in the general per- 
formance of others in the department. If this under- 
taking will permit the employees of our credit department 
to feel that their manual is a comprehensive study of 
credit and procedure, as it pertains to our particular 
store, then it has largely accomplished its purpose, and 
will provide a liberal education in their work. 
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article MATS IN 
REDIT TWO SIZES 
— . There are 17 ads in the 
lA new Streamlined series, 
which include 14 Pay 
¢ Promptly and 3 Returned 
] e — ads. These come 
. complete, in mats ready 
Is it as ood as your Bon eee to hand to your newspaper 
Or do you forget obligations? in two popular sizes: 
6 x 9 in. $1.50 each 
When a person of integrity makes a promise to do 4x6in. $1.25 each 
a certain thing at a definite time he does it. When 
you purchase anything on credit, you enter into an Advertisement ; No. 9 (in 
agreement to pay for the goods on a certain date. 4° x 6° size) is shown at 
Don't break your word or the merchant's faith in left—actual size. 
you---pay your bills when they come due. Size 8” x 12” (one-fourth 
of — ordinary newspaper 
mon page) may be obtained by 
CREDIT 1S PRICELESS=-GUARD WT AS A SACRED TRUST. giving several days’ ad- 
. : each. 
SA SACRED TRUST PUBLISHER NOTE CAREFULLY: This 
f form > I space is for Local jati ignature to 
- other \ C; y be set by you. oe ; : es 
to use * 
Copyright, 1940--National neteil Credit Assceust. 
ployees 
uction, 9S 
lieved, 
part in 
stilled, 
al per- y ; 
anders Write the National Office for 
rtment “A Portfolio of STREAMLINED Pay Promptly Advertising” 
udy of 
<i | NATION iT CREDIT ASSOCIATIO 
<a | NATIONAL RETAIL CREDIT ASSOCIATION 
1218 OLIVE STREET ST. LOUIS, MISSOURI 
YRLD MAY, 1941 a6 
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Business Program . . i 
Twenty-Ninth Annual Conferenceén 


JUNE 16-19, 1941NE 


| “Monday Afternoon, June 16 3 :45—“Looking Ahead.” 10:30- 


(Speaker to be announced.) 








bo 


:00—AssEMBLY—Ballroom, Hotel New Yorker. 2 
Music—W. F. DeVere, Cheyenne, Wyoming, 4:30—“Weartime Business, Inflation and the Credi 


Song Leader. Man.” 


:15—CaLt To OrpEer—Erwin Kant, Ed. Schuster & Stanley N. Shaw, Editor, Economic and Invesf!:%0 
| Co., Inc., Milwaukee, Wis. President Ne- ment Advisory Publications, Standard & Poor 


, tee ee pe rp.. N _Y. 
tional Retail Credit Association. Corp., New York, N. Y 
INVOCATION. :00—INTRoDUCTION oF CoNVENTION Commirter }!!30 
IN MEMORIAM. INTRODUCTION OF MEMBERS FROM CANADA. 


bo 


Jt 


2:15 


At 


2:30—WeELCOME To New York City—Honorable 
Fiorella LaGuardia, Mayor of New York 


:30—ANNOUNCEMENTS AND ADJOURNMENT. 


City. , 
ResponsE—W. F. Bradley, President, Asso- Tuesday Morning, June 17 
ciated Retail Credit Men of San Francisco 9 -00—As . . 
’ ; SEMBLY—Miusic. 
S. & G. Gump Company, San Francisco, 9-15 
Calif. 9:10—RECONVENE. 
):25 
INTRODUCTION OF OFFICERS— INVOCATION. 
National Retail Credit Association 9:15—R . 
‘ é cee :15—ReEportT oF COMMITTEES: 
Associated Credit Bureaus of America (Bureau Satie a 9:30 
Managers and Collection Service Division), “a — 
Credit Women’s Breakfast Clubs of North SMANCE. 
Ampacics. NoMINATING. : 

INTRODUCTION OF Group CHAIRMEN. CoNnsTITUTION AND By-Laws. to 

3.00-—_R 0 CREDENTIALS. 
$ EPORTS OF FFICERS. 

APPOINTMENT OF COMMITTEES: 9:50—"It Can’t Happen to Us?” N15 
Coserrrution ann By-Laws. J. E. R. Chilton, Jr., Merchants Retail Creiif ” i 
RESOLUTIONS. Association, Dallas, Texas; President, Asso 
CREDENTIALS. ciated Credit Bureaus of America, Inc. 
NoMINATING. 10:10—“Enthusiasm Makes the Goal.” wet: 

3:25—“The Past, Present and Future.” Ralph W. Matthews, Merchants Credit Burea 

Miss Ethel M. Dopp, R. J. Martin & Co., Battle Creek, Michigan; Chairman, Collectiog!! :3( 
Spokane, Washington; President, Credit Service Division, Associated Credit Bureav 
Women’s Breakfast Clubs of North America. of America, Inc. 
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Group Sessions Forms and Letters Display 
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encknd Credit Sales Forum 
194.NEW YORK CITY 


):30-—“‘Credit and Reconstruction.” 
Henry H. Heimann, Executive Manager, Na- 


tional Association of Credit Men, New York, 
the Credi N. Y. 


ind Investff!!:00 “Consumer Credit.” 
‘d. & Poor’ Arthur J. Morris, President, Morris Plan In- 
dustrial Bank of New York, New York, N. Y. 


1 a r r r ’ Tr 
MMITTEE. 11:30—INTRODUCTION OF EXHIBITORS’ REPRESENTA- 


TIVES. 
AN ADA. 
IT 12:15—-CONVENTION PHOTOGRAPH. 


ANNOUNCEMENTS AND ADJOURNMENT. 


F Wednesday Morning, June 18 


9:15—AssEMBLY—Miusic. 
9;23—RECONVENE. 
INVOCATION. 
9:30—“Post War Policies Affecting Retail Credit.” 


R. Preston Shealey, Washington Representative, 
N. R. C. A., Washington, D. C. 


150—“W hat Is the Future of Installment Credit?” 
R. M. Severa, R. H. Macy & Co., New York, 


Me Be 
tail Cred a ao Program and Its Effect on Re- 
lent, Asso _—_ 
se (Speaker to be announced. ) 


10:45—“Credit Facilities for Small Business.” 
(Speaker to be announced. ) 


dit Bureay 
- Collectiog!!:30—“The Great American Public.” 
it Bureau W. G. Van Schmus, Managing Director, Radio 


City Music Hall, New York, N. Y. 


























Visit Credit Departments 





es 


12:00—AcTION ON FINAL REPORT OF COMMITTEE ON 
CONSTITUTION AND By-Laws. 


NoMINATIONS FOR OFFICERS. ELECTION. 
REPORT OF RESOLUTIONS COMMITTEE. 


12:30—ANNOUNCEMENTS AND ADJOURNMENT. 


Thursday Morning, June 19 


9:15—AssEMBLY—Miusic. 


9 :30—RECONVENE. 
INVOCATION. 


9:40—AWARDING OF TROPHIES. 


10:00—“Current Developments in Consumer Credit.” 
Malcolm L. Merriam, In Charge of Credit Re- 


search, Bureau of Foreign and Domestic Com- 
merce, Washington, D. C. 


10:30—“The Art of Interviewing.” 
Leonard Berry, B. Forman Company, Rochester, 
N.Y. 
11:00—“Plans to Overcome Post-War Problems.” 
(Speaker to be announced. ) 


11:30—ActTion oN Report oF RESOLUTIONS Com- 
MITTEE. 
RECOMMENDATIONS FROM Group MEETINGS. 
WuHere SHALL WE Meet IN 1942? 
UNFINISHED BUSINESS. 


12:00—INSTALLATION oF New OFFICERS. 
ANNOUNCEMENTS. 
ADJOURNMENT. 



































Credit Women’s Breakfast Clubs 
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Trl— CREDIT CLINIC 


Conducted by 
ARTHUR H. HERT, Research Director 


...A “give-and-take” page, wherein readers may ask — and 
answer — questions about their credit and collection problems 
and solve them in the laboratory of practical experience... 
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Credit Office Layout For Opening New Accounts 


ITH THE IMPROVEMENT in retail busi- ironers, sewing machines, pianos, musical instruments, and 

Yo) caused by war defense activities, the problem sweepers, we allow the salesmen to secure applications 

of stores’ providing adequate service for the in- for credit together with sales agreement, chattel mortgage 

creasing number of new charge and budget accounts is and note. All other applications are taken care of in 

The Credit Clinic subject this month. One of our the credit department. 

member’s particular problem is this: oo 

We are planning a change in credit office layout to Boise, Idaho: We use the same desks for interview- 

provide better facilities for the increasing number of small ing on all classes of accounts and do not find it necessary 


budget accounts being applied for. When the present 
layout was planned, a small number of large booths were 
provided, in which the permanent desks of the inter- 


to have additional desks or booths. About 75 per cent 
of our credit applications from new customers are ap- 


viewers were placed, and where all routine work between proved on a bureau file check by telephone before they 
interviews was done. Customers to be interviewed were leave the credit department. Our receptionist assigns 
escorted to one of these booths. With the increasing customers in the order of their appearance at the credit 
number of small budget accounts we have found it better office. We do not take applications for credit in other 


to use numbered tables. We place customers at these h nn sendin allt Apolicati k | h ae 
tables and assign the interviewers to the tables by num- than the credit office. pplications taken cisewhere have 


ber, keeping the customers in rotation by recording the not proved satisfactory. Several desks arranged for 
numbers of the tables at which they are placed. customers’ own use might be advisable as they usually 


on , are a fairly comple lication. 
lo twenty-nine department store members we sent the prepare a fairly complete app na 


following questionnaire: , wae 
Chicago, Ill.: The few budget accounts we have 


1. Do your interviewers use the same booth or desk to are handled by our four divisional credit men along with 


interview customers that they use to do routine work 


between interviews, or do they go to another booth, the regular RECOUNTS. 
desk or counter at which the customer has been placed kkk 
for the interview? Chicago, Ill.: Our interviewers use the same desk 


2. Approximately what percentage of credit applica- 
tions from new customers do you approve on a bureau 
file check by telephone before the customer leaves the 


for interviewing as for routine work. Practically none 
of our applications are approved on a bureau file check 


credit department? by telephone before the customer leaves the credit de- 
3. If you open a large number of small budget or partment. Our receptionist hands the customers a num- 
coupon accounts, what method do you use to keep cus- bered slip and as interviewers are free, the numbers are 


tomers applying for credit in proper rotation on busy 


ional called in rotation. On special sales promotion days, we 
‘4. Do you take credit applications in selling depart- place two or three interviewers in the selling departments 
ments, and if so (a) What procedure do you follow? involved to open budget accounts. We do not permit 
(b) Do such applications cover purchases in other regular account applications to be taken in the selling 
departments? departments. 
Of the 29 whom we solicited for this information, 23 eal 
replied and here are some of the answers: Cleveland, Ohio: Our interviewers use the same 
x * desk for interviewing as they do for routine work. About 
Akron, Ohio: Our interviewers use the same desk 80 per cent of our applications for certificate or coupon 
for interviewing as for routine work. About 10 per accounts are approved on a bureau file check by telephone 
cent of credit applications from new customers are ap- before the customers leave the credit department. 
proved on a bureau file check by telephone before the Practically no regular account applications are approved 
customers leave the credit department. We have a on a bureau file check, but we tell them to charge if they 
reception clerk to keep customers applying for credit in indicate a desire to do so. We provide enough inter- 


proper rotation on busy days. For refrigerators, washers, viewers to take care of customers as they enter. It can 
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be done and we do it. Customers applying for credit 
should not be given a chair and asked to wait till you 
are ready to take care of them any more than a cash cus- 
tomer should be asked to “‘be seated” while a salesperson 
is busy. The floor superintendent can accept applications 
for 30 day accounts. Appliance contracts can be signed 
on the floor while applications for budget and furniture 
accounts must be referred to the credit department. 
xk 
Dallas, Tex.: Our interviewers use the same desks 
for interviewing as for routine work. Quite a number 
of credit applications from new customers are approved 
on a bureau file check by telephone before customers 
leave the credit department. We do not have a system 
to keep customers applying for credit in proper rotation 
on busy days. We simply ask, “Who is next?” and leave 
it to their sense of fairness. We do not take applications 
for credit in the selling departments. 
xk 
Des Moines, Ia.: We use separate booths for inter- 
viewing and routine work. About 80 per cent of our 
credit applications are approved on a bureau file check 
by telephone before the customer leaves the credit depart- 
ment. The receptionist keeps the customers applying for 
credit in proper rotation on busy days. We do not take 
applications for credit in the selling departments as all 
applications must be taken at the credit office. We have 
three interviewing offices and we open between 1,200 
and 1,300 accounts each month. 
a 2 = 
Kansas City, Mo.: Our interviewers are assigned 
to a permanent desk. Most routine work is done early in 
the morning before the rush hour. When customers call 
at the credit department, their names are recorded by 
the hostess and numerically arranged. They are then 
seated and later called according to number to the inter- 
viewer's desk who is not busy. A small per cent of 
applications are approved on a bureau file check by tele- 
phone before customers leave the credit department but 
this percentage is fast increasing. We take applications 
for credit in the sewing machine and sweeper department 
and the balance are taken at the credit office. 
xk 
Milwaukee, Wis.: Our interviewers use the same 
desk to interview customers and also do their routine 
work during interviews. About 10 per cent of credit 
applications from new customers are approved on a 
bureau file check by telephone before the customer leaves 
the credit department. On peak days we use special 
interviewers who were former employees. We also set 
up additional desks and use a numbering system to keep 
customers in rotation on busy days. We also take applica- 
tions for credit in the selling departments and we usually 
have one or two interviewers on each floor. On regular 
days, however, all applications are referred to the general 
credit office. 
xk 
Nashville, Tenn.: We use the same booth for in- 
terviewing customers as for routine work. At least 50 
per cent of our credit applications are approved on a 
bureau file check by telephone before the customer leaves 
the credit department. Our receptionist directs cus- 
tomers to interviewer in proper rotation. We do not take 
applications for credit in the selling departments. 
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Newark, N. J.: Our interviewers use the same 
booth for interviewing and routine work. It is impossible 
to estimate the percentage of credit applications from new 
customers approved on a bureau file check by telephone 
before the customer leaves the credit department but the 
figure is negligible. Our receptionist lists the customers’ 
names in a register when calling at our credit office, and 
calls them in turn. After they are introduced to the 
interviewers, their names are crossed from the register. 
We take credit applications in the selling department. 
(The procedure followed by this store in taking applica- 
tions in the selling departments is available from the 


National Office.) 
xk 


New Orleans, La.: ur interviewers for regular 
charge accounts and Club Plan accounts use the same 
desk to interview customers as they do for routine work. 
About 10 per cent of credit applications on our Club Plan 
are approved on a bureau file check by telephone before 
they leave the credit department. Customers are usually 
seated in rotation by clerks when brought to the Club 
Plan office. All applications for credit are made in the 
Club Plan and credit departments. We request our 
clerks to have the floorman bring customers to be intro- 
duced, and at the same time secure their signatures on 
the applications for credit. 

xk 

Oakland, Calif.: Our interviewers are located in 
convenient semi-private offices. Their routine detail and 
interviewing is all done at the same desk. Approximately 
three per cent of our credit applications from new cus- 
tomers are approved on a bureau file check by telephone 
before customers leave the credit office. All applications 
are taken in the credit department with the following 
exceptions: Emergency calls to the selling area, which are 
covered by an experienced interviewer who is equipped 
with all necessary forms. Home furnishing and house- 
hold equipment salesmen are privileged to take applica- 
tions and arrange leases in the customer’s home, usually 
not during store hours. They explain, however, that 
all arrangements made by them are subject to the approval 
of the credit department. 

& 2 @ 

Oklahoma City, Okla.: Our interviewers use the 
same desk to interview customers and do routine work. 
About 65 per cent of the credit applications are approved 
on a bureau file check by telephone before the customers 
leave the credit department. We do not have any pro- 
cedure to keep customers in rotation on busy days as the 
number is not large enough to matter. All credit applica- 
tions are taken in the credit office located on the first 


floor balcony. 
<< 2 


Worcester, Mass.: We have a number of small 
sound-proof booths for interviewers. In addition we 
have three desks for interviewers who do routine work 
on the desks. We approve about one per cent of credit 
applications on a bureau check by telephone before the 
customer leaves the credit department. We keep cus- 
tomers applying for credit in rotation according to the 
time of their arrival. We do not take credit applications 
in selling departments. 
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Installment 
Collection Stickers 

























: You are urged 
to make prompt and 
regular payments, 
in accordance with 


your agreement. 


Paying promptly 
builds a good credit 


a 
Za 


y , Your Promise 


Your recent remittance 
was appreciated. How- 
ever, it was not in accord- 8 


ance with your promise. 


Please bring the account 
into current condition 
and maintain a record 


for promptness. 


Protect 


\) L Your failure to remit 
(yO) amount now due and to 

- make future payments 
according to the terms of 
your contract will mar 


your credit record. 


Make it a habit to 


Shown exact size. Printed in blue ink on dif- 
ferent color paper. Price $2.00 a thousand; 
assorted, $2.50 a thousand. Order by number 
from your Credit Bureau or 


National Retail Credit Association 
1218 Olive Street St. Louis, Mo. 
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Bankruptcy Referees on Salary 





R. Preston Shealey, Washington Representative 
Washington, D. C. 


The bankruptcy reform program of the National Retail 
Credit Association is advancing. In the December, 1940, 
and March, 1941, issues of The Crepir Wor p, the 
establishment of a Division of Bankruptcy in the Admin- 
istrative Office of U. S. Courts to co-ordinate bankruptcy 
administration, centralize research, and investigate com- 
plaints, was mentioned, and, likewise, reference made to 
legislation (H.R. 9487, May 4, 1934) with that objective 
sponsored by the N. R. C. A. A companion bill (H.R. 
9507, May 5, 1934) limited remuneration of referees to 
not exceed $10,000 per annum, and afforded a means by 
which the system of uniform administration, research, 
etc., provided for in H.R. 9487, would be self-supporting. 
Subsequent to the introduction of these and our first 
wage earner amortization bill (H.R. 9227, April 19, 
1934), the text of these bills, with reasons for their en- 
actment, were embodied in leaflets and transmitted to 
our members. The principles of the bills were subse- 
quently endorsed by resolutions of the San Francisco and 
San Antonio Conventions. On April 19, 1941, the House 
passed an appropriation measure which is expected in the 
near future to become law. 

Further news as to this bankruptcy reform campaign 
arises from the introduction in Congress on April 16, of 
H.R. 4394 by Representative McLaughlin of Omaha, 
Chairman of the Sub-Committee on Bankruptcy of the 
House Judiciary Committee. This bill not only places 
referees upon a salary basis, full time in the larger cen- 
ters and part time in the smaller, but also amends the 
bankruptcy act in other important particulars, such as the 
method of appointment and removal from office, ex- 
penses and the like. The maximum allowable salary for 
a full-time referee, dependent upon the volume of busi- 
ness transacted, is the same as in H.R. 9507. 


Salary Basis More Desirable 


The bill is of special value for those interested in 
consumer credit, because placing referees on a salary 
basis will remove any temptation of referees which may 
now exist, to neglect small fee Chapter 13 cases, in favor 
of corporate and other large asset cases yielding far 
larger fees. While the bill retains the initial deposit 
of $15.00 by the debtor, it transfers $10.00 of that 
amount to the U. S. Treasury for deposit in the referees’ 
salary fund, and $5.00 to the clerk in lieu of the $10.00 
to be distributed to the referees, and $5.00 to the clerk 
of the court under sub-section 3 of Section 624 of 
Chapter 13. 

Many persons conversant with present-day operations 
of wage earner settlements feel that the deposit to be made 
by the wage earner at the inception of the proceeding 
for an extension is too large, and should be either re- 
duced to $5.00, or with the $15.00 permitted to stand but 
to be paid in installments by the debtor during the life 
of the extension. Hearings are shortly to be heard on 
H.R. 4394. The National Association has always 
stressed the necessity, as reflected in the series on wage 
earner amortization bills culminating in Chapter 13, for 
a minimum of administration expenses, and will again 
do so at the hearings on this measure. A companion to 
this measure is also to be introduced in the Senate. It 
is expected that the legislation placing referees on a 
salary basis will be enacted at this session of Congress. 





The CREDIT WORLD 











‘2OYO [eUOHeN ay3 03 yoay> Aq T aunf Wa 00: £ (4941Y YHON ‘SZ 491d) \ ee bd ee Pig, tig Boas. 
peturduios.e uolrAlasel pUeg “sUOISsIUIpe pur uo1je}10d poo | a Og 2 Pron. beg en Bs pt bes uolulmog: PIO *11°HON 0} soul'y of P a pas 
; 2 udy 00:2 yO P | : {syjodeuerpuy eIA eUUIOUID) 0} souIy [e1}UID) YOR MIN 
ee a, Meee ea ounf MaSES (O1NO pus sqodesogy) SsnqeweyiiA “47 ‘SA st sINO'T ‘IG JO O8¥dI wolj Zurnor 94} sary 
oy wy pourpno) SinqeueyT Mm 3 din Susonysy OL aunf wd 00:1 (OfYO pue ayvadeseyy) SinqswenyiAA AV ee eee a Zutmnses ua 
Banqsuiv1}]14 3D Buiaas}y3i¢ aunf Wd St:6 (O1gO pue ayvadesayy) uoUIAOD ‘AT 0} ais aq “Udse [BOO] INOA WOIJ s}9¥4I1} I UM 
“ar : / aunf Wd S£:6 (o1yO pue ayeadesayD) WeuUTUID ‘AT $}9y 21] 
aunf wWass:8 (jeajUag YIOK MEN) HeUUIOUID IV 
5) d Ot: B1jJUIQ YOK MAN) sStjodeuerpuy ‘AT “oye JO UOJUTYsEAA KIA API2IIP d10UI 
uoneaiaser Auedurosoe ysnut y20yD © *Aouednd90 ayBurs 10; es he (I DOAK MON) St P ore yg ye SA APlaiip 


aZiveyo [euOnIppy *suosiod OM} S2}BPOUWIOIIZE WOOL YA aunf Wd OE: (jeU9D YOK MIN) StjodeueIpuy ‘Vy uinjal ©} YsiM nos ji dixy uIN}aI IOj atqissod sguijnol 
*pollsop sl wool OS'r$ IO OSES ‘OS*Z$ B JOYIOYM 9}e}s aunf Wd $0:Z1 ([e13U2 YOK MIN) SINOT 3g “AT pue ‘jso JRXD DY) JAlS [IM FAY “UOIPUIYUOS 1Oj juose 
asvaid ‘uoReArasel JO} DYO [euoneN ey) Suljlim usyM aunf Wad 0E:¢ (jeaueDg yIOX MIN) sijodeuetpuy “iy [e°0| ino& YUM JaJUOD NOA jy} yso33ns om yng ‘ATHOM 
pue ‘sur001 apis}no sv I9UIv9}s 9Y} UO PaArIasoI SUIOOI [[V aunf Wd StI ([e1jUagQ yIOX MIN) OB¥IIYD “AT LIadaud [udy ay} ul peystiqnd dI9M Sojyel AI}EIUIT 
42UIDI}G UO SU10013}D}5 apnpayrg pvo.ywy sajDy ppo.jiDy 


*sulool persajoid prey Jopio ul 














YT agiitt.? ¢& TF ?®? H LUO N 


ee prey may) Oy El eee ee ie we ee Oe Oe OO OOO ee *  - 
ews LIL D 


Jwovowseg 180128) 


NMOLSIWYE 


A 


Ml 


vaiseuye fo vk 
wig v0) auL 


rR ZS pucy Ayonjuey 210, | T 


DUNES WVITIIM} * ee . 1 


NMOLHYOA| > aes 
y/ ~"¢ ° — $710 999 0902 


fre) asoo7 #50 9610) Spysom 
¥ Veet 10 20neyor 
WOLNAVIS 


IA 
i 


| 
| 


HA 
HA 


HH 


| 
| 
\ 


Hu 


In 


ill 


Ht 


NOLS3TUVHD 





Spyeyy /°) —- 
Palle 


Wh 


{H}\(III 
HI 


I 


A 





| 
| 


iz ow ee a 
° > Aus Ae aw ryenay 7 . 
Iv61 “61-91 oun Capatemg) ~ NE ||| ewe amped | | eye 


ay) fo Appegy ays age 


7 
umos, away 10 sopra a wha - 
opburysyy o6000/ ALIO MUOA MAN yc 70 729 % PeeM VAWNNIDNID HT 7 SIVOdVNVIGN! 


HL 


| 
HH 


VIMONVXOTY 


4 


uoTIUZAUOD [enuuy 4367 ’ a» 
THd TV ry 03 diy, puryArorstyy : ) : 
, jo aynoy 


[794 21 puepuodaoys | 














ere. epgowopnye 
= 1104130 


PE 


IIT 


Hi 








MAY, 1941 





















































Mrs. L. 0. BORGESON WHITE 
Salt Lake City, Utah 





\ , joes I BECAME CONNECTED with one 
of the largest hospitals in the West, one of my 
varied responsibilities was the collecting of out- 
standing accounts. Notwithstanding my fifteen years’ 
experience in law offices, wholesale houses, and with an 
international detective agency, I found that the collect- 
ing of hospital accounts required more consideration. 

I commenced my life’s work in a law office. My em- 
ployer was an attorney who did not need to depend upon 
collections to increase his income. It was definitely 
understood by the collecting agencies which he repre- 
sented that he would not take undue advantage of any 
debtor in order to collect an account. He would not 
resort to methods that would have an unwholesome effect 
on his legal career or stamp him as a heartless monster. 
He did very little of the collection work personally, ex- 
cept to straighten out “boners” I made in my eagerness 
to induce debtors to remit. 


Do Not Antagonize Debtors 


One of the first collection letters I composed was to a 
female debtor. It commenced, “I thought you were a 
woman of your word.” The party came to the office 
perturbed and gave my employer to understand that she 
was a “lady” and did not like to be referred to as a 
“woman.” I learned, through proper guidance and the 
process of elimination, the contacts that would antagonize 
debtors, as well as the secret of creating in a debtor a 
desire to retain the confidence reposed in him. 


The first hospital executive whom I served for a period 
of five years, was a man well advanced in years. He 
maintained that he could get better service from his em- 
ployees if each one were allowed to carry his share of the 
load without undue supervision. He told us that he had 
often heard Brigham Young advocate: ‘Teach people 
correct principles and let them govern themselves.” With 
such a set-up I was given free rein in the matter of col- 
lections. His policy was summed up in one sentence: 
“You can catch more flies with honey than with vinegar.” 
He was appreciative of my efforts, and was pleased that 
at one time a bad debt loss of only between two and 
three per cent had been sustained. 


Bulldozing Does Not Pay 


When the next Superintendent took office, he instructed 
me to “tighten up on collections.” For three or four 
months he directed me to send out sight drafts, threaten 
garnishment, etc.; in fact, to use the same cold collec- 
tion methods he had resorted to as a banker. Unless a 
person has actually experienced the problems of a strug- 
gler, he cannot realize that the majority of debtors are 
really honest at heart, and will eventually pay obliga- 
tions if the utmost patience and leniency are extended 
them. Against my better judgment, I obeyed commands, 
but there was no increase in the amount of money col- 
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lected. On the contrary, debtors became resentful. With- 
in a short time, I was allowed to proceed as formerly, 
It had mellowed the Superintendent to come in close 
contact with the less fortunate, and he read with con- 
cern letters from debtors, reviewing the deprivation and 
sacrifice which they were experiencing in an effort to 
surmount the obstacles that had been mercilessly dumped 
at their doors, in the form of sickness, and sometimes 


death. 


Debtors who had relied on usual pay checks with which 
to pay bills, had been replaced; while others had not 
been able to return to work as soon as had been antici- 
pated. Then, some of the farmers had experienced crop 
shortages or failures. Continuous hounding in such 
cases would not bring as favorable results as writing 
kindly letters, expressing the hope that the financial con- 
dition of the debtor would improve, and asking that he 
show his appreciation for the leniency by sending small 
payments as regularly as possible. The world is starv- 
ing for expressions of kindness, and a personal touch to 
even a collection letter works wonders. Too often we 
get accustomed to prodding and as a result become vir- 
tually calloused. With the exception of some of the 
first trial-and-error collection letters I wrote in years 
gone by, I have never written a debtor anything to which 
I, myself, could take offense, under similar circumstances. 


All Debtors Not Honest 


I would not, however, like to convey the impression 
that I consider all debtors honest and honorable, for 
there is a certain type that makes it a practice to dis- 
regard obligations. A collector should be exacting and 
unrelenting in pressing payment from a person of this 
character. Debtors in this class are usually the ones who 
claim “discourteous treatment,” and report their alleged 
grievances to the man with most authority, notwithstand- 
ing they have coaxed hard and long for a little of what 
they deserved. 

Too often, high-powered collectors wear down a keen 
edge of sensitiveness by applying it too frequently to 
the grindstone of efficiency. For example: A _ public 
utility company had discontinued their services to me and 
it was almost a week before I was aware of it. I had not 
paid my account for two months because I wanted to 
check some of the items. They promised to send me a 
detailed statement, but instead they sent a “reminder.” 
Shortly thereafter an official of the Company called on 
me during office hours, and in the presence of some of 
my associates proceeded to discuss the matter. Three 
days later another official called and on the following 
day I received a written plea from the Manager of the 
Company. I paid the bill as agreed, and as a result they 
lost a patron through their supposed rapid fire method 
of collecting. 


The CREDIT WORLD 


Do You Bulldoze Debtors? 
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Highlights of 
Maryland Installment Law 





HE MARYLAND LEGISLATURE recently passed 
a bill regulating installment sales introduced by the 
Judicial Committee of the Legislature, according to a 
report in Women’s Wear Daily for April 8. The bill 
has gone to the Governor for his signature and if signed 
will become effective June 1. The measure applies to 
goods having a cash price of $2,000 or less, not includ- 
ing money or things in action, sold on installments. 
Among other things the bill calls for delivery of a 
copy of the installment sales agreement to the buyer. 
Also it requires that the agreement shall contain a clear 
description of the goods which shall be sufficient to 
identify them readily. Also the agreement shall recite: 


1. The cash price of goods sold. 

2. Any charges for delivery, installation, repair or other 
services upon the goods, which are included in the agree- 
ment separate from the cash price. 

3. The sum of the cash price in item (1) and the agreed 
price of services in item (2), if any charge is made for 
services. 

4. The amount of the buyer’s down payment. 

5. The unpaid balance of the cash price payable by the 
buyer to the seller. 

6. The cost to the buyer of any insurance for the pay- 
ment of which credit is to be extended to the buyer, the 
amount and the expiration thereof. 

7. The amount of official fees. 

8. The principal balance owed. 

9. The finance charge stated as a sum in dollars. 

10. The time balance owed by the buyer to the seller, 


and the number of installment payments required to pay 


it and the amount and time of each payment. 

10b. Every installment sales agreement shall state clear- 
ly any collateral security taken for the buyer’s obligations 
under the agreement. 

Confessions of judgments are prohibited to appear on 
the installment sales agreement as well as “any schedule 
of payments under which any installment (except the 
down payment) is more than double the average of all 
other installments. . . .” 

Concerning prepayments, the bill states that the buyer 
may at any time prepay all or any part of the unpaid 
time balance to become payable under an _ installment 
sales agreement, and that if the buyer pays the time bal- 
ance in full before maturity, the holder shall refund to 
him a computed portion of the finance charge. 

Add-ons or additional goods purchased after the orig- 
inal contract on the installment plan are allowed under 
the act, but payments shall be considered allocated to 
the separate items and when the amount owing on any 
separate purchase has been fully paid, the goods so paid 
shall become the absolute property of the buyer and 
shall not be subject to repossession. 











Position Wanted 











AN EXCELLENT OPPORTUNITY is available to rebuild 
your credit department on a sound basis and to increase 
credit sales. You may have the services of an experienced 
credit manager, one who understands all phases of credit 
and collection work and credit sales promotion. Address 


Box 51, Creprr Wor p. 


MAY, 1941 
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National Retail Credit Association 
1218 Olive Street St. Louis, Mo. 


























— 


——’. 








~— mye 
[: ARO! ML ER. 
O f Retail 
Tes USINE 
eunant anna 
Sales and Collection Trends 
March, 1941, vs. March, 1940 


Compiled by Research Division, National Retail 
Credit Association 





Arthur H. Hert, Research Director 
FS von SALES increased 3.5 per cent during 


February; total sales 4.0 per cent; and collections 

2.2 per cent, in the United States and Canada, as 
compared with March, 1940. These increases were again 
attributed to an improvement in employment as a result 
of preparations for the defense program. 


Highlights of the monthly analysis are shown in the 
tables below: 





Highlights for March 


51 Cities reporting. 
19,305 Retail stores represented. 


COLLECTIONS 
35 Cities reported increases. 
2.2% Was the average increase for all cities. 
30.0% Was the greatest increase (Charlotte, N. C.) 
3 Cities reported no change. 
13 Cities reported decreases. 


2.9% Was the greatest decrease (Dallas, Texas). 


CREDIT SALES 
40 Cities reported increases. 
3.5% Was the average increase for all cities. 
Was the greatest increase (Charlotte, N. C.). 
11 Cities reported decreases. 
5.1% Was the greatest decrease (Tulsa, Okla.). 


TOTAL SALES 
42 Cities reported increases. 
4.0% Was the average increase for all cities. 
Was the greatest increase (El Paso, Texas). 
9 Cities reported decreases. 


14.2% Was the 
Texas). 


greatest decrease (Houston, 
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“We have thoroughly enjoyed our first year’s 
membership in your Association. It is our opinion 
that your publication The CREDIT WORLD 
should be on every credit manager’s desk.”—A. R. 
Manning, Credit Manager, Peoples Lumber Com- 
pany, Ventura, California. 


* 7 * 


“Enclosed you will find our check for one year’s dues in 
the National Association. The recent Conference at Louisville 
was one of the most enlightening that I have had the oppor- 
tunity to attend. I am also very much enthused with your 
policies and your work towards better credit conditions.”— 
David Horn, Credit Manager, Lion Store, Dayton, Ohio. 


* 7 * 


“I have read the very uninteresting article in the 
April CREDIT WORLD ‘Where Are You Going, 
My Pretty Maid?’ and having read some 4,822 sim- 
ilar articles along the same line criticizing credit 
executives, I doubt very much if the author knows 
what he is talking about.”"—Henry Dolch, Assistant 
Cashier, Lincoln National Bank, Newark, New 
Jersey. 

es & 


“I want to compliment your office on the fine April number 
of The Crepir Wortp. I think this is one of the best we have 
ever received, notwithstanding the many excellent numbers 
issued in recent years. April 30 will mark for me the end 
of twenty years of service with this organization in an execu- 
tive capacity. During all of these years we have been affl- 
iated with the National, and the work of our local association 
is largely influenced by the teachings of your organization. 
I can attribute a great deal of our success to this influence.” 
—G. Grosz, Secretary-Manager, Fargo-Moorhead Retail Credit 
Association, Fargo, North Dakota. 


* * * 


“We certainly appreciate your cooperation in re- 
stocking the discontinued ‘Please’ and ‘Just to Re- 
mind You’ stickers. In view of the fact that you 
have had to reorder these stickers if you wish us to 
order them in units other than those specified in 
this request, please let us know.”—I. -G. Morris, 
Collection Manager, Abraham & Straus, Inc., 
Brooklyn, N. Y 


* * * 


“The article ‘New Tone in Credit Advertising’ in the April 
Crepir WorLp contained, without doubt, the finest ideas on 
the subject that have ever come to my attention. With the 
permission of the author, 1 would like to adapt these ideas 
for use here in Miami.”—B. D. Sheffield, Manager, Credit 
Bureau of Miami, Miami, Fla. 


~* * + 


“I am happy to have the privilege of obtaining The 
CREDIT WORLD during the past fifteen years. 
This magazine has done a great deal to help me keep 
abreast of the constant changes in retail credit pro- 
cedure and I have learned much from it.”—C. R. 
Minick, Manager, The Credit Bureau, Beatrice, Neb. 
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This Aging Accounts Form No. 721 (reproduced below) is 11” x 14”, 
has a column for names and addresses, and seven columns for showing 
“Present Balance,” “Current,” and amounts outstanding over 1, 2, 3, 4, 


and 6 months. Also a wide column for remarks or collection memoranda. 


Revised several times in the past few years to assist our members in per- 
forming a more efficient job, more than 50,000 have been sold to date. 


Padded 100 sheets to a pad. Prices: 100, $1.00; 500, $4.00; 1,000, 
$7.50. Postage extra. Special prices on larger quantities. Order from your 
Credit Bureau or National Office. 


NATIONAL RETAIL CREDIT ASSOCIATION 


1218 Olive Street St. Louis, Mo. 
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Despite scattered labor difficulties, business and productive activity during March held well above 
the corresponding 1940 level and the Barometer chart line continued its steadily rising trend. 
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This barometer appears in the May issue of ‘‘Nation’s Business,’ 


published by the United States Chamber of Commerce. 


The Map 


Expanding consumer buying power accompanied by rapidly 
rising Governmental spending under the defense program keeps 
pushing the rate of industrial and trade activity higher. The 
general average is about 10 per cent above that of last year at 
this time, and indications point toward further advances during 
the next few months. 

Although all sections of the country have shared in the ex- 
pansion, the gains have been greatest throughout the East and 
along the Pacific Coast. In the Central regions the improve- 
ment in the rate of activity is lagging behind somewhat, but in 
nearly every district it is still above that of a year ago. 

In the New England states industry has forged ahead rapidly 
during the past month and is now running at about the same 
rate as in the other states along the Atlantic Coast. Earlier in 
the year it was slightly below. Many industries are operating 
at close to capacity, and the larger pay rolls mean increased 
demand for all types of consumer goods. 

The great increase in shipbuilding and the larger foreign 
trade have supplemented the usual domestic demand among 
industries in most of the Atlantic Coast states. The higher rate 





of operations in the textile industry as well as in a number of 
smaller special lines, has sustained the large volume of busi- 
ness in the industrial regions of the South. 

Conditions in the agricultural regions of the Middlewest have 
not changed much in recent months, although the trend is 
slowly upward. Farm income has been rising due to larger 
marketing of farm products and to higher prices for many of 
them. 

Both trade and industry are expanding rapidly in the states 
of the Pacific Northwest and in the mining regions of the 
Rocky Mountains. Among these regions activity has increased 
somewhat more in the Northern districts than it has in the 
Southern ones. Conditions have been relatively stable through- 
out other parts of the West, with substantial increases in a 
number of important cities. 

In Canada the most striking feature of present trends is the 
greater expansion of industry and the slower improvement in 
agriculture. The divergence between the two has been some- 
what greater than it has been in the United States. 
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WELVE HUNDRED MEMBERS 
of the Associated Retail 

Credit Men of New York City, § 
Inc., are Eagerly Awaiting Your 
, Attendance at the 29th Annual 
m Conference and Credit Sales 
- Forum. You Will Find the 
Speakers on the Main Program 
Conveying Messages of Great 
Importance to Your Firm. You 
% Will Find in the Group Con- 
= ferences the Solution to Many 
of your Problems. We Confi- 
dently Expect that this Con- 
vention Will Be a Great Contri- 
bution to the Credit Fraternity. 





Cwenty-Ninth Aunual Conference 
and Credit Sales Forum 


NATIONAL RETAIL CREDIT ASSOCIATION 


Bureau Managers and Collection Service Divisians of 


ASSOCIATED CREDIT BUREAUS OF AMERICA 
CREDIT WOMEN’S BREAKFAST CLUBS 


OF NORTH AMERICA 


JUNE 16-19, 1941 
NEW YORK CITY nescotserers HOTEL NEW YORKER 
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Ilo you want the Answersi 


Conferences. Credit executives from all over the United States and 


Canada will give their views on these topics. You can’t afford i 
to miss this great opportunity to add to your fund of knowl- 


4 +) Below are questions which have been suggested for the Group 
<> 
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Under present conditions, what should be the general 


policy of extending credit? 


Has instalment credit, including the coupon book 
30-60-90 day accounts, encouraged customers to over- 
buy or has it fulfilled an adjustment in their affairs 


during trying periods? 


Should credit terms be curtailed during boom times and 


liberalized during depressions? 


How and at what intervals do you age accounts? 


At what stage of delinquency should you notify the Credit 


Bureau that an account is past due? 


What is the best plan to bring collection files up to 
date and eliminate the possibility of contacting cus- 


edge on credit and collection trends, policies, and problems. ( 


Is the form or personal letter more effective than the 


printed form for collection purposes? 


Should the customer be asked to pay attorney or collection 
fees before his account is re-opened, when the previous 
account was collected through an attorney? 


What system of discounts do you allow to employees 


on purchases from your store? 


Do you think a fee should be charged for cashing 


checks? 


How do you handle a customer whose account has been 


closed because of unsatisfactory paying habits? 


tomers when recent payments have been made? 


Is legislation licensing instalment sales a benefit or an evil? 


Has the growth of instalment accounts affected your regu- 
lar charge business and to what extent? 


What has been your experience with customers who 


have been drafted asking for the legal moratorium? 








General Chairman: 
A. J. Kramer, Borden’s Farm ee 
110 Hudson Street, New York, N. 
General Co-Chairman: 

H. Jacoss, Ovington’s, 437 Fifth 
Avenue, New York, N. Y. ‘ 


BANKING AND FINANCE 
National Chairman: 
Avex J. Gurranti, Springfield National 
Bank, Springfield, Mass. 
National Co-Chairman: 
C. W. Orwic, Vice-President, Common- 
wealth Trust Co., Pittsburgh, Pa. 
New York Co-Chairman: 
H. B. Jackson, Morris Plan "KY 
Bank, 56 East 42nd St., New York, 


DAIRY AND BAKING 
National Chairman: 
J. J. Burcer, Jr., Sheffield Farms, 524 
West 57th St., New York, N. Y. 
National Co-Chairmen: 
H. N. Lamptey, Nashville Pure Milk Co., 
1401 Church St., Nashville, Tenn. Joun 
Wacner, Seven Baker Brothers, Pitts- 
burgh, Pa. 


DEPARTMENT STORES 


National Chairman: 
Husert Frevper, D. H. Holmes Company, 
Ltd., New Orleans, La. 


New York Co-Chairman: 
E. F. Hieerns, Allied Stores, Inc., 1440 
Broadway, New York, N. Y. 


FURNITURE, ELECTRICAL APPLIANCES, 
MUSICAL INSTRUMENTS 
TIRES and AUTO ACCESSORIES 

National Chairman: 
LeRoy Dickerson, Wilmington Furni- 
ture Co., Wilmington, Delaware 
National Co-Chairman: 
A. B. Hunter, Rudolph Wurlitzer Com- 
pany, Cincinnati, Ohio. 
New York Co-Chairman: 
1. N. Kinoy, Spear and i. om 524 
West 23rd Street, New York, N. 


HOME SERVICE 
(Grocers, Meat Dealers, Ice, Fuel, Florists, Cleaners, 
Laundries) 


National Chairman: 
R. R. Varney, Chandler Landscape and 
Floral Co., Kansas City, Mo. 
National Co-Chairmen: 
Mrs. OxtveE Proctor Bennett, Pickering 
. Joal Co., Salem, Mass. 

R. Ross, Philadelphia Coke Company, 
Philadelphia, Pa. 


HOSPITALS AND PROFESSIONAL 
National Chairman: 
L. C. Austin, Menorah Hospital, Kansas 
City, Mo. 
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(Chairmen 


New York Co-Chairmen: 

J. E. Bryan, Secretary, Medical Society 
for the County of Westchester, 171 East 
Post Road, White Plains, N. Y. 

P. A. Epnotmes, Manager, New York 
Hospital, 525 E. 68th St., New York, N. Y. 


HOTELS 
National Chairman: . 


L. O. Doty, Hotel New Yorker, 8th Avenue 
at 34th Street, New York, N. Y. 

National Co-Chairmen: 

Miss Oxrtve Lawry, Pennsylvania State 
Hotel Association, William Penn Hotel, 
Pittsburgh, Pa. 

Epwarp Bororr, Morrison, Chicago, III. 
Paut Fo ey, Statler, Cleveland, Ohio. 
Eimer Hocren, Book-Cadillac, Detroit, 
Mich. 

Cart Peterson, Parker House, Boston, 
Mass. 

A. T. Wuayne, Secretary, National Hotel 
Co., Galveston, Texas. 


New York Co-Chairmen: 

W.F. McDermorrt, Hotel Waldorf Astoria, 
50th Street and Park Ave., New York 
E. G. Strecx, Hotel Pennsylvania, 7th 
Avenue at 33rd St., New York, N. Y. 
Cuares J. Hunt, Savoy Plaza, Sth Av- 
enue at 59th St., New York, N 








1941 CORR 


Ci 








e Cr li 


—MAY, 1941 ISSUE 


‘Sio0 LHESE QUESTIONS?:.... 
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Should the credit fraternity do anything to eliminate 
the trend of advertising ‘‘No Down Payment’’? 


When should a salesperson bring the customer to the 
Credit Department to discuss terms before com- 
pleting the sale? 


What is the best method to reduce billing costs? 
What is the most effective method to curb overbuying? 


What percentage of applications do you decline? Has it 
decreased? 


Is it sound practice to permit a customer who has paid 
his account with money borrowed from a loan com- 
pany to charge again before he has paid off the loan? 


Does a carrying charge of one-half of one per cent a month 
cover the extra cost of handling an instalment purchase? 


What do you do with the inactive account which still 
owes a small balance? 


How do you control customers who pyramid their accounts 
but still keep on making regular payments? 


How do you reject accounts? 


How do you handle a customer who pays off an old P & L 
account and asks for a new account? 


What terms should be granted in selling perishable furs? 


How long do you allow merchandise to be out on 
approval? 


What is our relation to the National Defense Program? 
How much credit can be extended to enlisted men? 


What is your experience in selling officers of army, 
navy and marine corps? 


When the husband is drafted, what is your procedure in 
asking the wife to pay? 


How do you collect small accounts, such as $5.00 or 
less? 


Should an employer be notified of an employee’s de- 
linquency? 


When a woman starts to earn her own living, do you 
extend her credit when her husband has a very poor 
credit record? 


What is your procedure when a woman who has paid you 
promptly marries a man who has a poor credit record or 
vice versa? 


What procedure is most effective for customers who reduce 
their payments without your consent? 


What do you do with a customer who owes an instal- 
ment payment of $10.00 and only sends in $5.00? 





CATS 


«Chairmen) 





JEWELRY 
National Chairman: 
R. L. Axins, A. A. Everts Company, 
Dallas, Texas 
National Co-Chairman: 
AtBErRT S. Kersy, The Hardy and Hays 
Company, Pittsburgh, Pa. 
New York Co-Chairmen: 
Henry Lambert, Lambert Brothers, Lex- 
ington Ave. and 60th St., New York, N. Y. 
Wituiam Wacner, 45 West 34th Street, 
New York, N. Y., Associated Credit Jewel- 
ers of New York and New Jersey, Execu- 
tive Secretary. 


MEN’S WEAR, WOMEN’S WEAR AND SHOES 


National Chairman: 

Wituiam Horrman, Stearn and Company, 
Cleveland, Ohio. 

National Co-Chairman: 

H. R. Amos, Magee’s, Lincoln, Nebraska. 
New York Co-Chairmen: 

JoserH RoTHENBERG, Bergdorf & Good- 
man, 2 West 58th St., New York, N. Y. 
Harry Nicnoras, Weber & Heilbroner, 
1457 Broadway, New York, N. Y. 


NEWSPAPERS AND PUBLISHERS 
National Chairman: 


S. M. Butver, Schenectady Union Star, 
Schenectady, New York, N. Y. 


National Co-Chairman: 

Ross SEHNERT, Wichita Eagle, Wichita, 
Kansas. 

New York Co-Chairmen: 

B. J. Perkins, — Publications, 8 E. 
13th St., New York, 

W. D. Hart, Wana ~ Wear Daily, 8 E. 
13th St., New York, N. Y. 


PETROLEUM REFINERS AND FUEL OJL 
DISTRIBUTORS 

National Chairma 

M. V. Jounsvon, ‘Gulf Oil Corporation, 
Pittsburgh, Pa. 

New York Co-Chairman: 

Cuaries T. Wo rr, Gulf Refining Com- 
pany, 17 Battery Pl. New York, N. Y. 


PUBLIC UTILITIES 
National Chairman: 
J. A. H. Dopp, Portland Gas and Coke 
Company, Portland, Oregon 
National Co-Chairman: 
Currorp W. Tosey, East Ohio Gas Com- 
pany, Cleveland, Ohio 
New York Co-Chairmen: 
Jay C. Fintey, New York Telephone 
cs any, 140 West Street, New York, 


M. O. Davis, Brooklyn Union Gas Com- 
pany, 176 Remsen Ave., Brooklyn, N. Y. 


REAL ESTATE 
National Chairman: 
J. Epwarp Severe, Credit Bureau of 
Greater New York, Inc., 55 Fifth Ave., 
New York, N. Y. 


CREDIT WOMEN’S BREAKFAST CLUB 
National Chairman: 
Miss Eruet M. Dopp, R. J. Martin & Co., 
624 Paulsen Bldg., Spokane, Wash. 
New York Co-Chairman: 
Mrs. E. M. Stewart, I. Miller & Sons 
4310-23rd Street, Long Island City, N. Y. 


ASSOCIATED CREDIT BUREAUS OF AMERICA 
National Chairman: 

J. E. R. Cuttton, Jr., Merchants Retail 
Credit Association, 211214 Jackson Street, 
Dallas Texas. 

New York Co-Chairman: 

J. A. Brien, Credit Bureau of Greater 
New York, Inc., 55 Fifth Ave., N. Y. 


COLLECTION SERVICE DIVISION 
National Chairman: 
Raten W. Matruews, 1106 Central Na- 
tional Tower, Battle Creek, Michigan 
New York Co-Chairman: 
A. J. Worspet, Associated Retail Credit 
Men’s Adjustment Bureau, 55 Fifth Ave., 
New York, N. Y. 
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PLEASE CLIP THE 
FORM AT RIGHT AND 
MAIL TO THE NEW 
YORK COMMITTEE 
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COMMITTEES 


B. A. Farreve (Credit Manager, Fred. 
Loeser & Company) President, Credit 
Bureau of Greater New York, Inc. 


A. J. Kramer (Credit Manager, Bor- 
den’s Farm Products) General Chairman. 


L. H. Jacoss (Credit Manager, Oving- 
ton’s) Chairman, Group Meetings. 


M. B. Doremus (Treasurer, Rogers 
Peet Company) Treasurer and Chair- 
man, Auditing and Finance. 


W. A. Armstronec (Credit Manager, C. 
G. Gunther’s Sons), Chairman Recep- 
tion. 


L. O. Dory (Credit Manager, Hotel 
New Yorker) Chairman, Hotel Reserva- 
tions. 

Wituiam Winpnorst (Credit Manager, 
Fred F. French Management Com- 
pany) Chairman, Newspaper: Publicity. 
D. W. Sytvester (Travelers Insurance) 
Chairman, Transportation. 


Mrs. E. R. Lone (Collection Depart- 
ment, Bloomingdale Brothers) Presi- 
dent, New York Credit Women’s Break- 
fast Club. 

W. D. Hart (Retail Editor, Women’s 
Wear Daily) Chairman, Press. 





A. J. Worspet (Manager, Adjustment 
Bureau) Chairman, Registration and 
Information. 


WALTER STRICKLAND (Credit Manager 
and Secretary, Best & Company) Chair- 


man, Program and Speakers. 


Cuaries J. Hunt (Credit Manager, 
Hotel Savoy Plaza) Chairman, General 
Entertainment 


Miss JANE Farre x (Credit Manager, 
J. & J. Slater) Chairman, Ladies En- 
tertainment. 


R. M. Severa (Cash-Time Manager, 
R. H. Macy & Company) Chairman, 
Publicity. 

Tuomas F. Frawtey, Jr., (Credit 
Manager, Oppenheim-Collins) Chair- 
man Local Registration. 


Mrs. E. M. Stewart (Credit Manager, 
I. Miller & Sons) Chairman, Credit 
Women’s Breakfast Club. 


J. H. Trrus (Credit Manager, Postal 
Telegraph Company) Chairman, Theatre 
Tickets and Radio Seaton 


James. M. Jacoss (Credit Manager, 
Wallach’s Inc.) Chairman,“OpenHouse.” 


Emit Rewrr (Credit Manager, Stumpp 
Jredit 


& Walter) Chairman, Local Cred 
Forms Exhibit. 


ANVANCE REGISTRATIONS 


If you plan to attend the Conference, an advance registration will be appre- 


ciated. 


By registering now, you will receive special literature from your Group 
Conference Chairmen regarding the topics, speakers and general program. 
You will also receive details of the group meetings which will be held from 
two to five o’clock on Tuesday, Wednesday and Thursday afternoons. 

In addition, when you arrive at the Hotel New Yorker, Conference head- 
quarters, there will be no waiting in line to register as your program, tickets, 
badge and other material will be in an addressed envelope awaiting you. 


ADVANCE REGISTRATION 


NEW YORK CITY—June 16 to 19, 1941, Headquarters—Hotel New Yorker. 
NATIONAL RETAIL CREDIT ASSOCIATION—Bureauy Managers and Collection 
Service Divisions of ASSOCIATED CREDIT BUREAUS OF AMERICA—CREDIT 
WOMEN'S BREAKFAST CLUBS OF NORTH AMERICA. 


Tné6 2 06 400-4 040-408 EReNereoeeees 
Sle Bin o'8s0.ctetnnrd ndee daaeenaeedec 
ES ree Te eee Tr eee eee 
A.M 
Date of Arrival.......... : PM 


Will Wife Attend? Yes[] No[] 


By Train] Plane] Avto[] Bus[] 


Cad Mamie '.o ceva Swtevecdcecs steeds 


IMPORTANT— Will attend following Group Meetings..........ee-eeeeeeeecees 


Registration $10.00 


For Wife or member of family $5.00. 


Mail to A. J. Kramer, General Conference Chairman, Associated Retail 
Credit Men of New York City, Inc., 55 Fifth Avenve, New York, WN. Y. 

















